Crowell-Collier 
Folds ‘American,’ 
Raises Ad Rates 


Publisher Will Split 
Circulation Between 
.‘Collier’s,’ ‘Companion’ 


New York, June 29—The 80- 
year-old American Magazine, 
whose troubles recently were cap- 
sulized by Paul C. Smith as “noth- 
ing that another 800 pages of ad- 
vertising wouldn’t fix,” will be no 
more, after the August, ’56, issue. 

In making this announcement, 
Mr. Smith, president and editor- 
in-chief of Crowell-Collier Pub- 
lishing Co., disclosed that adver- 
tisers also are being informed that 
advertising | rates will go up 22% 
in Collier’s ‘and 12% in Woman's 
Home Companion in January. The 
Companion boost and 12% of the 
Collier’s increase will “cover the 
cost of an expanded editorial 
budget and increased costs in pro- 
duction and distribution.” The ad- 
ditional 10% hike for Collier’s will 
“eayer an increase in circulation 

ntee from 3,700,000 to 4,- 


s, Collier’s will advance from 
700 a b&w page to $15,485, and 
Companion will be getting $14,425 
instead of the current $12,880. For 
the first quarter of °56 Collier’s 
said it delivered 3,814,220 copies, 
as compared with its base of 3,- 
700,000, and Companion had 4,105,- 
(Continued on Page 71) 


ame reteine cunt ben § 1932, at the 


Treyz Proposes TV 
as Cure for Auto 


Makers’ Troubles 
Detroit, June 28—What the au- 
television promotion. 


This was the-gist of the message | 
which Oliver Treyz, president of || 


ing, delivered to auto executives | im 
and admen here today. 


ers in 1955 “were relatively un- 


when related to their newspaper | 
representation.” He added: 

“Less than 10% of national tele- 
vision advertising dollars came 
from car sponsors, while nearly 
twice this appropriation of nation- 
al newspaper dollars came from 
the Detroit car manufacturers. 


light television ‘promotion provides 
a dangerously weak underpinning 
of the gigantic marketing task of 
1957.” 


= The head of the tv promotion 
bureau said it is apparent that car 
makers view tv as a supplemen- 
tary rather than a primary sales 
vehicle. They stand “virtually 
alone in the allocation of the mi- 
nor portion of their budgets to 
television,” at a time when other 
advertising categories are spénd- 
ing more heavily in video. 

Mr. Treyz noted that the present 
sales picture in the industry points 


tion. “It seems to us that the big 
question which faces Detroit in its 
1957 model sales campaign is not 


(Continued on Page 8) 


Tightening Competition Accelerates 
Account Shifts in First Half of ‘56 


Cuicaco, June 28—The nervous 
shifting of accounts from one ad- 
vertising agency to another con- 
tinued unabated in the first half 
of 1956, and some of the biggest 
accounts in advertising changed 
hands. 

A quick examination of account 
changes shows, however, that 


US. Indicts 10 
Radio Stations 
for ‘Rate Fixing’ 


PHILADELPHIA, June 28—Ten ra- 
dio stations here and nine of their 
officers were indicted by the Jus- 
tice Department Wednesday for 
violating anti-trust laws by agree- 
ing to fix rates for radio time. 

Attorney General Herbert 
Brownell Jr. stated that the in- 
dictment named the stations, of- 
ficers and the Philadelphia Radio 
& Broadcasters Assn. 

Assistant Attorney General 
Stanley M. Barnes, head of the 
anti-trust division of the Justice 
Department, declared that “agree- 
ments to maintain rates or prices 
violate the Sherman Act. Persons 
who enter into such agreements 
(Continued on Page 67) 


many were confined to certain 
mercurial fields—beer, liquor and 
tobacco—and that the list for the 
first half is considerably swelled 
by the dissolution ‘of the $50,000,- 
000 Biow agency. 

The beer business saw these ma- 
jor accounts change agencies: Jos. 
Schlitz Brewing Co. (about $9,- 
000,000 in billing); Blatz Brewing 
(something less than $1,000,000); 
and Jacob Ruppert Brewery 
(around $3,000,000). The shifting 
of the major accounts also caused 
Pabst to move its Eastside beer 
from J. Walter, Thompson Co. to 
Leo Burnett Co. after JWT wound 
up with Schlitz. Pabst gave its 
Hoffman beverages to Grey Adver- 
tising Agency at the same time. 

In the tobacco business, Liggett 
& Myers switched two of its brands 
out of Cunningham & Walsh, an 
agency which, with its predecessor, 
had handled the tobacco company’s 
advertising since the end of World 
War I. L&M filter cigarets were 
awarded to Dancer-Fitzgerald- 
Sample, and shortly thereafter 
Chesterfields were given to Mc- 
Cann-Erickson. Chesterfield billing 
has been around $10,000,000. 


® Philip Morris & Co., long a ner- 
vous client in the Biow stable, 
pulled its $8,000,000 account out 
and gave it to N. W. Ayer & Son, 
ending a 23-year relationship. 
(Continued on Page 67) 
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tomobile industry needs is more 
S 
the Television Bureau of Advertis- | @ 


derspent in television, particularly | @ 


“We believe that the relatively | HR 


up the need for dynamic promo-| 4 


Advertising Age 


office, Chicago, Ul., under the act of March 3, 1879. Copyright, 1956, by Advertising Pub 


oly 


Mr. Treyz said car manufactur-| 3am 


NO MODEL HE—Balancing his beer on 
a roll of binder twine, genuine 
(though anonymous) farmer plays 
his part in Blatz Brewing Co.’s new 
blue-collar campaign. Kenyon & 
Eckhardt is the agency. 


Chugalug! ... 

Blaiz Forgets 

the Girls; Tries 
Muscle’ Approach 


Authentic Working Men 
Star in Ads Aimed at 
Serious Beer Drinkers 


Miutwaukee, June 26--Equipped 
with a new president (James C. 
Windham) and a new agency 
(Kenyon & Eckhardt), Blatz Brew- 
ing Co. has:come forth with a new 
and muscular advertising line 
which may portend an effort to get 
the company back into the national 
beer picture. 

Blossoming forth in a Wiscon- 
sin-only newspaper campaign that 
started last week, the new Blatz 
approach is a hard-hitting appeal 
to hard-working guzzlers. Its copy 
line consists of just two slogans: 

1. “If you want water, you can 


(Continued on Page 8) 


July 2, 1956 

Volume 27 - Number 27 
15 Cents a Copy « $3 a Year 
CHICAGO 11 * Published Weekly at 
200 E. Illinois St. « DE. 7-5200 
NEW YORK 17 
480 Lexington Ave. * PL 5-0404 


|At Ad Assn. of West Meeting... 


Extra’ Ad Budget Should Be Set to 


Hike Lagging Sales, Feemster Says 


‘Wall Street Journal’ Exec 
Warns That Advertising Is 
Responsible to Economy 


Los ANGELEs, June 27—Use of a 
supplementary ad budget to boost 


= |sales when quarterly inventories 


show they are lagging was sug- 
gested today by Robert M. Feem- 
ster, chairman of the executive 
committee of the Wall Street Jour- 
nal. He spoke at the 53rd annual 
convention of the Advertising 
Assn. of the West. 

Mr. Feemster pointed out to the 
convened members of the AAW 
that our economy depends to a 
great extent on what people think, 
and that this places “an important 
responsibility upon advertising— 
that of maintaining public faith 
and confidence in our economy.” 

“Business is so sensitive it falls 
off immediately when the Presi- 
dent is ill or the interest rate is 
increased % of 1%, and this repre- 
sents an alarming state of affairs,” 
he said. 


® These attitudes are reflected in 
decisions'to buy or not to buy, and 
whether long-term commitments 


should be made. Mr. Feemster de- 
plored the fact that advertisers 
seemingly have not learned any 
lesson from the past. The first six 
months of this year, when busi- 
ness firms found sales going down, 
they resorted to the all-too-fre- 
quent action of reducing ad budg- 
ets and firing people, he observed. 

Offering it as a “suggestion,” he 
advocated that when annual budg- 
ets are set up based on expected 
units of sale, a quarterly review of 
inventories be set up. If such in- 
ventories indicate either over-pro- 
duction or lagging sales, there 
should be a supplementary ad 
budget which can be used to boost 
sales. 


® Since advertising plays such an 
essential role in maintaining the 
public confidence necessary to a 
strong “economy, advertising also 
has a responsibility to the econo- 
my, Mr. Feemster said. Glibness,\ 
bait-type ads, use of “biggest deal” 
techniques, and anything which | 
undermines confidence of the pub- 
lic should be eliminated. The ag- 
vertising business has Téspon- 
sibility to be its own/ policeman 
(Continyed on Page 70) 


Agency Execs Will Be Featured Witnesses 
in House Anti-Trust Probe of TV: Rep. Celler 


WASHINGTON, June 28—Rep. 
Emanuel Celler (D., N.Y.) made it 
clear today that advertising agen- 
cy executives are likely to be 
among the featured witnesses as 
his anti-trust subcommittee moves 
ahead with its investigation of al- 
leged monopolies in the production 
and dissemination of tv program- 


With the Senate comrherce com- 
mittee’s tv probe indefinitely re- 
cessed, the anti-trust subcommit- 
tee went into action this week on 
what is slated to be a lengthy 
study of FCC “alertness” to the 
monopoly problem. 


= As a starter, FCC officials were 
peppered during two days of testi- 
mony this week, with questions on 


Last Minute News Flashes 


Anderson & Cairns Gets Last Two Biow Accounts 
New York, June 29—Julius Wile Sons & Co. and Seeman Bros., the 
last two accounts of the Biow Co., have appointed Anderson & Cairns 
to handle their advertising. Account man Ed Ridley also moves from 
Biow to Anderson & Cairns. The new agency will handle all products 
fof the liquor importer and White Rose tea and coffee for Seeman. 
Norman, Craig & Kummel handles Airwick and Nylast for Seeman. 


Eldon Smith Is New Manager of Y&R. Chicago 


Cuicaco, June 29:—Eldon E. Smith, a vp of Young & Rubicam, has 
been named manager of the agency's office here. Manager of Y&R’s 
Los Angeles office from 1949 to 1953 and a member of the plans board 
in New York since ’53, Mr. Smith succeeds John F. Whedon, who re- 


tired (AA, May 21). 


]WT Will Handle Fieldcrest's Domestics 


New York, June 29—Fieldcrest Mills Inc. has appointed J. Walter 
Thompson Co. to handle advertising of its domestics division, effective 


Oct. 1. Calkins & Holden, the current agency, will retain Fieldcrest’s 


Karastan mills division. 


(Additional News Flashes on Page 71) 
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their handling of the NBC-West- 
inghouse station “swap” and the 
ABC-Paramount merger. Report- 
edly, they will testify for at least 
another three days when hearings 
resume July 11, to allow the sub- 
committee to go into the one % ¢ 
oly” impact of the compnigete: ’s 
“network rules.” 5 
While the current phase of the 
hearings reworks an¢ expands on 
some of the same topics already 
(Continued on Page 71) 


ABC Free-List ~ 
Questionnaire Is 
Hit as ‘Confusing’ 

Cuicaco, June 28—Members of 
the Audit Bureau of Circulations 
are being asked by questionnaire 
to vote whether ABC should ex- 
tend its auditing to include an oc- 
cupational breakdown for the un- 
paid portion of business paper 
circulations. The controversial’ is- 
sue was voted by the ABC board 
in April (AA, April 23). 

But the questionnaire being 
sent to ABC members, which the 
board approved in June (after bit- 
ter debate, AA has learned), is 
regarded by many ABC members 
as “an unfortunate compromise,” 
which is likely to “compound thc 


confusion that already exists 
among advertisers.” 


= Some ABC board members, AA 
was told, feel that the association 
(Continued on Page 67) 
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De-Intermixture 
in 19 Markets 
Is FCC Proposal 


Deerfer Attacks Plan 
to Create Ten All-UHF, 
Nine All-VHF ‘Islands’ 


WASHINGTON, June 28—The Fed- 
eral Communications Commission 
proposed today to use “drop-ins” 
and limited de-intermixture in an 
effort to get more tv stations into 
some of the one and two@tation 
markets where advertisers and 
networks have been struggling to 
clear time. 

After months of study FCC 
agreed that widespread “de-inter- 
mixing” of the vhf and uhf assign- 
ments on a nationwide basis is 
impractical. But it is proposed to 
unscramble intermixed markets, to 
create ten all-uhf areas and nine 
all-vhf areas. In addition, it said 
it would consider vhf “drop-ins” 
for additional seryice in established 
vhf markets. i 

For the long/run, the commis- 
sion kept the door open for an 
eventual transi of all tv to the 
uhf band, when ahd if transmitters 
and receivers are! developed which 
are comparable fo those available 
now for the vhf band. The com- 
rnission said this transition is nec- 
essary because uhf is the only 
portion of the spectrum capable of 
supporting truly competitive sérv- 
ice. The commission also pointed 
out that specialized radio services, 
such as industrial radio, need the 

(Continued on Page 69) 
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SLEEK—-This two-color page will ap- 
pear in the September Harper’s 
Bazaar. it is one of the ads in H. 
W. Gossard Co.’s fall campaign 
aimed at four markets. Weiss & 
Geller, Chicago, is the agency 


Gossard Fall Push 


_ Aims at 4 Markets 


For Its Foundations 


og 3 June 27—H. W. Gos- 
sard Co. is planning a fall cam- 
paign directed to four different 
markets for its foundation gar- 
ments. The campaign will run 
August to December. 

The first part of the campaign, 
aimed at the back-to-school group, 
will appear in Mademoiselie: and 
Seventeen in August and Septem- 
ber. From September through De- 
cember, another push will be di- 
rected at career women and 
matrons, using two-color ads in 
Charm, Harper’s Bazaar, Mademoi- 
selle, Modern Screen and Wornan’s 
Home Companion. 

“Gossard on the Go” will be the 
theme of a third part of the cam- 
paign in McCall’s, Modern Screen 
and’ Woman’s Home Companion. 
The pre-teen market will be pro- 
moted in American Girl. Weiss & 
Geller, Chicago, is the agency. 


/groups. 


‘jad should contain any statement 
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REAL GONE—This ad is used in Pepsodent’s newspaper campaign 
playing up the famous ditty. 


iB aa 


New Chicago Savings 
Rate Ads, as Banks Plu 


Cuicaco, June 26—The Cook 
County Council of Savings & Loan 
Assns. last week approved/a writ- 
ten code of ethics whi recom- 
mends, among other /things, that 


The code also ngly discour- 
ages the use of expensive gifts 
and premiums in promotions and 
advertising. It is believed to be 
the first written code of its kind 
among U.S. savings and loans 


Following is the section of the 
code which refers to advertising; 
“Associations may properly in- 
form the public of safety, avail- 
ability, convenience, and service 
in advertising for savings but no 


& Loan Code Shuns 


g Rise in Interest 


is deemed to be unethical and bad 
business practice to advertise or 
display a specific dividend rate in 
any newspaper, outdoor sign, or 
by radio or television. 

“Small «souvenirs of nominal 
value may be used for promotion 
and advertising, but the giving of 
expensive gifts or premiums is 
undignified, offensive to good 
taste and lowers the prestige of fi- 
nanciaLinstitutions and is strongly 

ed.” 


An unwritten code of ethics 
similar to the written code has 
been observed by the majority of 
savings and loan associations in 
this metropolitan area since 1949, 
when the council was organized. 


or representation which is untrue, 
misleading or contrary to any law 
or regulation. 

“They may notify their savers 
of earnings and dividend rates by 
direct communications, though it 


15% Agency Discount 
SystemIsOkay ‘ 
With Us, Says ‘Grit’ 


WILtiaMsport, Pa., June 27— 
Grit announced this week its in- 
tention of continuing to pay the 
15% agency commission. 

Grit, Publishing Co. says that 
“Grit -will continue to offer the 
15% discount from its published 
rates—and to offer it uniformly— 
to those agencies with which it 
does business and to those agencies 
with which it would like to do 
business. 


s “In the opinion of Grit,” the an- 
nouncement continues, “advertis- 
ing came of age with the commis- 
sion system. It enabled agencies to 
provide vital services to publish- 
ers; creative performance of a high 
type to advertisers and indepen- 
dence to themselves. 

“Until a better method of agen- 
cy compensation is devised, tested 
and proved, Grit stands pat in its 
conviction that its present method 
is the best for the agencies with 
which it does business, for its ad- 
vertisers and for advertising as a 
whole,” the publisher says. 


DM Club Elects Gibbons 

Robert T. Gibbons, director of 
production and research of Old 
American Insurance Co., Kansas 
City, Mo., has been elected presi- 
dent of the Kansas City Direct 
Mail Club. 


Speckter Opens Ojfice 
Martin K. Speckter, who recent- 
ly resigned from Bozell & Jacobs 
4 go into business for himself 
(AA, June 18), has opened offices 


at 32 Broadway, New York. 


4 companies. 


ere are reported to be 191 as- 

jations in this area, of which 
0% are members of the council. 

Prior to 1949, the associations 
here placed heavy emphasis on 
rate advertising. Since then, a 
number of the companies have ad- 
vertised rates from time to time 
but the majority of the rate adver- 
tising has been done by smaller 


Why did the Cook County group 
drop rate advertising, particularly 
when the rate of return of savings 
and loan companies has always 
been much higher than banks?‘ 
Here are some of the reasons 
given to AA by persons in the 
field: 


e Savings and loan companies 
want to avoid a rate war among 


(Continued on Page 68) 


COMING THIS FALL... 


Braniff’s Fabulous Version 
of the New Douglas DC-7C 


' 
" 


COMING—Braniff International Air- 
ways is promoting its new El Do- 
rado which will be added to its 
fleet this fall. This ad appeared in 
Dallas newspapers last week and 
is the pilot model for a national 
campaign. Potts-Woodbury, Kan- 
sas City, Mo., is the agency. 


Advertising Age, July 2, 1956 


No Matter Where Yellow Went, Most 


Pepsodent Gold Is 


Audio Jingle’s Not 
Old Hat, New Push for 
Toothpaste Indicates 


By Maurine Christopher 
New York, June 26—With the 


help of a sparkling radio-tv jingle, | ; 


Lever Bros. is proving that tooth- 


Poster Pioneer, 
Ringling Revamps 
Outdoor Program 


New York, June 26—The circus, 
often called “tHe mother of outdoor 
advertising,” is taking a revolu- 
tionary step that will change. its! 
traditional outdoor advertising pol- | 
icy. 

Upon recommendation of its re- 
cently appointed agency, Foote, 
Cone & Belding, the Ringling Bros. 
and Barnum & Bailey Combined 
Shows has adopted a new policy| 
of buying outdoor coverage under 
an organized national program. In. 
addition, the circus plans stepped- | 
up use of newspaper linage and ra- 
dio and television spots.‘ 

Since its earliest days, the circus 
has made spectacular use of out- 
door advertising as its major pro- 
motional medium. Although the 


circus has been gradually increas- 


Going into Radio 
paste salesmanship can be a pleas- 
ant business. 

You’ll wonder where the yel- 

low went 
When you brush your teeth 
with Pepsodent. 

This lilting couplet is quite a re- 
freshing change from the make- 
em-afraid-their-teeth-will-fal|- 
out type of copy that has been in 
evidence of late. 

This change of pace was exactly 
what Lever had in mind last fall 
when it started mapping its coun- 
ter strategy to combat the in- 
creased.activity of Colgate-Palm- 
olive Co., on the one hand, and the 
raft of new P&G brands on the 
other. 

“Though we hadn't been using 
it, we wanted to come up with 
/something that would be com- 
| pletely removed from the scolding, 
| harping, threatening type of copy,” 
| Robert Breckenridge, brand adver- 
sing manager for Pepsodent, ex- 

lains. 


|e The use of a radio jingle was 
suggested early in the discussions 
| with Foote, Cone & Belding, but 
there was some reluctance because 
(Continued on Page 42) 


Little Is Being Done 
on Ad Education in | 
Colleges, AAW Told 


Los ANGELEs, June 26—Despite 


ing its use of the standardized na- much discussion about advertising 
tional poster medium in recent education in colleges, admen and 
years, the new policy means the schools are doing very little about 
end of the picturesque “sniping it, Daniel Warner, associate pro- 
crew” system. Under this system, fessor of the school of communi 


the circus to post fences, barns| 
and walls. In the old days, owners 
of the property posted usually re- 
ceived a few tickets for use of the 


posting space. 


® Now definite ting schedules 
are being set up fox outdoor poster 
coverage, using the 
panels in all cities to visited by 
the cir ted tg be 250 for 
the remainder of t ear. 
Making full use of the flexibility 
of the medium, the new circus 
schedules, on the average, wili gal 
for two-week showings of hig 
tensity. This means No. 150 show- | 
ings in most instances to pre-sell 
the show. Plans also call for new 
copy treatment in 1957, which will 
be another departure from the tra- 


ditional, and a complete change in| 


circus poster style. 

The modernized outdoor pro- 
gram is further evidence of the 
extensive reorganization being 
carried out by John Ringling 
North, president, and Michael 
Burke, executive director, to en- 
able the circus to meet. its new 
competitive and economic prob- 
lems. 


Watkins Co. Has Two Agencies 


In a photo caption June 18 re- 
porting that J. R. Watkins Co., 


dard poster | 


since early days, advance agents cations, Uni¥@rsity of Washington, 
have gone into a community sev-| 
eral weeks before the arrival of | 


told those attending the first con- 

ference on advertising education © 

the Advertising Assn. of the West, 
which preceded the group’s an- 
nual convention. 

Not only that, but college stu- 
dents who are future consumers 
or buyers of advertising are not 
taught to understand it, not even 
those majoring in business sub- 
jects, according to Mr. Warner, a 
former agency manager. 


® He based these conclusions on 
a survey. which questionnaires 


| were sent to 167 colleges and uni- 
versities offering majors in busi- 
| ness and commerce, and in 
| journsiiom. Seventy-four per cent 
| (Continued on Page 68) 


| 
8 Coast, Business 


Publications Form 
Classified Ad Group 


Los ANGELEs, June 26—Classi- 
fied Departments Inc. has been 
formed here by a group prominent 
in the publishing field, to perform 
the complete function of a classi- 
fied advertising department for 
business publications. _ 

Officers of the organization are 
William J. Bowen, formerly vp of 
California Fashion Publications, 


Winona, Minn., received the Phil President; Harry C. Simonson, pub- 
Gordon Memorial Award, AA re-| lisher of Lab World, vp, and Louis 
ferred to Phil Gordon Advertising Rangno, general manager, Jaffe 


as the Watkins agéncy. Actually, 
Erwin, Wasey & Co., Minneapolis, 
handles all of the company’s na- 
tional product advertising, and the 
Phil Gordon agency handles the 
placerhent of recruiting advertis- 
ing for \Watkihs. 


‘Scientific American’ Rates Up 

Scientific American, New York, 
will increase its guarantee from 
130,006, to 150,000, and its b&w 
page advertising rate will move 
from $1,560 to $1,800 starting with 
the January, 1957, issue. 


' Publications, secretary-treasurer. 
Bob Wettstein, Bob Wettstein & 
Associates, publishers’ representa- 
tive, and Gene Watts, ad manager, 
California Men’s & Boys’ Stylist, 
also are principals. 

Classified Departments starts 
with eight publications, all in Los 
Angeles. In each case the publisher 
has contracted to give the new 
company the exclusive right to all 
classified advertising material, and 
the company agrees to promote 
and exploit it. Some of the pub- 


(Continued on Page 73) 
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Advertising Age, July 2, 1956 


‘Boston Post’ Isn‘t 


a 
For Sale; Fox 
Charges ‘Libel’ 

Boston, June 28—Publisher 
John Fox today told ADVERTISING 
Ace that the Boston Post is “not for 
Saie” and that hé “does not plan to 
Sel” the newspaper. 

He said reports of the impending 
'saie of the Post were all emanating 
from the Boston Herald Traveler, 
which, he asserted, has been con- 
ducting “vicious attacks for over 
a vear to discredit.the Post in any 
way it can.” 

Mr. Fox declared he “will do my 
best” to see that R. B. Choate, pub- 
lisher and general manager of the 
Herald, 
libel.” 

He said the “pattern” of the at- 
tacks on the Post by the Herald— 
including “four or five previous 
libels”—indicated that the Herald 
was “guilty of violating the Sher- 
man Anti-Trust Act.” He charged 
the Herald with trying to eliminate 
competition. 


® A report in the Herald that John 
S. Bottomley, an attorney, might 
purchase the Post was denied by 
Mr. Fox. The latter said that Mr. 
Bottomley “came to see me; I 
talked with him. . . I had no plans 
to sell the Post, and I have none 
now.” He stressed that Mr. Bot- 
tomley took the initiative in the 
situation. 

Mr. Choate was not available 

(Continued on Page 68) 


McGraw-Hill Names 
White, Riddell to 
Publishing Posts 


New York, June 26—McGraw- 
Hill Publishing Co. announced to- 
day the appointment of Donald H. 
White, advertising sales manager 
of Textile World since 1953, as 
publisher of Factory Management 
& Maintenance, and G. E. Riddell, 
advertising sales manager of Food 


Donald White 


G. E. Riddell 


Engineering since 1950, as publish- 
er of that publication. Both ap- 
pointments are effective July 1. 

Mr. White will succeed Alfred 
M. Staehle, who will remain with 
McGraw-Hill as a publishing con- 
sultant and ex-officio member of 
the company’s publishers’ commit- 
tee. Mr. Riddell succeeds Edwin 
D. Fowle who, because of increas- 
ing activities in the textile indus- 
try, will devote full time to his 
- work as publisher of Textile 
World. He also will assume the 
duties of advertising sales man- 
ager on that publication. ‘ 
s Mr. White has in the pub- 
lishing business for 26 years. Be- 
fore assuming his present position 
as advertising sales manager of 
Textile World, he was vp and ad- 
vertising sales representative for 
Textile Age and, from 1930 to 1937, 
advertising sales representative in 
the New England territory for 
Textile World. 

Mr. Riddell joined McGraw-Hill 
in 1947 as an advertising sales 
representative in the western dis- 
trict. He was appointed advertising 
cales manager of Food Engineering 
in 1950 and as publisher will con- 
tinue to hold that position. 


“is indicted for —— 


Kline 


Farrell 
HARTFORD OFFICERS—Shown here are the newly-installed officers of 


Brown 


Sweet 


the Advertising Club of Hartford. They are Robert Brown Jr., Aetna 
Life Affiliated Cos., president; Fred S. Perlstein, Stern & Co., and G. 


Frank Sweet, G. F. Sweet & Co., 


vps; Mrs. Frances Kline, Albert 


Steiger Inc., treasurer, and Florence G. Farrell, Chamber of Com- 
merce, secretary. 


Baby Production’s Growing, But Baby Food 
Market Expands Even Faster, Gerber Reports 


Fremont, Micn., June 26—The 
Malthusian theory was dealt a 
body-crushing blow this past 
weekend when Gerber Products 
Co. issued its annual report to 
shareholders. 

Gerber (“Babies are our busi- 
ness...our only business”—a snide 
crack at Heinz, Beech Nut, et al) 
had another bumper ye 1955, 
along with American-parents, who 
are steadily expanding their pro- 
duction of babies. 

Gerber sales rose to $99,682,746 
in the year ended March 31, up 
15% over the previous year. 
Daniel F. Gerber, president, re- 
ported: 


« “The year just passed was one 
of excellent progress. We were 
helped by the birth rate maintain- 
ing its high level and by increases 
in our percentage share of the en- 
tire baby food market. Gains were 
registered in every line.” 

Net earnings increased 10% to 
$6,017,537. Mr. Gerber explained 
that profits would have been 
greater had it not been for the ac- 
quisition of Gerber Plastic Co. of 
St. Louis during the year. This 
company, which makes plastic 
toys, had an operating loss of 
$205,380. 

Mr. Gerber said the toy company 
was bought “primarily as a protec- 
tion to the Gerber name, as Ger- 
ber Plastic was operating in our 
field. and there was considerable 
confusion in the minds of mothers 
who thought the products were 
being offered by us.” 

He added that the product lines 
of the toy company “have been re- 
vamped to bring them in step with 
Gerber quality standards,” and 


“modest profits are indicated for 
the future.” 


s Gerber paid out $2.84 a common 
share, compared to $2.70 in the 
previous year. The company cur- 
rently has 5,180 shareowners. 

Gerber’s annual report—one of 
the best put out in business—also 
had the following to say: 

1. The company now makes 73 


(Continued on Page 69) 


Ford Division 
Honors Eldredge 


on Retirement 


Detroit, June 27—Gordon C. 
Eldredge, retiring soon as ad man- 
ager for Ford Motor Co.’s Ford 
division, was honored by his asso- 
ciates at a farewell luncheon here 
yesterday. Mr. edge has been 
with the division's advertising de- 
partment since 1947 and has been 
department manager since 1949. 

His experience in handling auto 
advertising accounts dates back to 
1925 and includes associations with 
J. Walter Thompson Co., Austin F. 
Bement Inc., Campbell-Ewald Co. 
and D. P. Brother & Co. 

Mr. Eldredge is a member of the 
board of directors of the Adcraft 
Club and the Detroit Advertising 
Golf Assn. 


Premium Offers Up 

The first half of 1956 shows 
manufacturers are making prem- 
ium offers at a rate of 11.5% above 
the same period last year, accord- 
ing to a review in the July Prem- 
—_ Practice, New York. 


Mundt Hits 


Senator Urges Boycott 
of Products Pushed by 
Communist Admen, Stars 


, WasHyncTon, June 26—Sen. Ka 


‘E. Mundt (R., S.D.) today blast 


, the Fund for the Republic for is- 
‘suing a report on “Blacklisting in 
|Radio and Television.” 

The radio, tv and motion pic- 
ture industries have been making 
very important strides in the field 
of cleaning their own houses, he 
told the Senate, and “they deserve 
the commendation of all patriotic 
Americans.” 

He had particular praise for 
‘Laurence A. Johnson, Syracuse su- 
permarket owner, who was singled 
out for special criticism in the 
fund’s report. 


= “The unique thing about Mr. 
Johnson,” the senator said, “is that 
a number of years ago he decided 
that none of the money spent in his 
stores by his customers would he 
used to build or extend the Com- 
munist apparatus in America. 

“So he advertised in the news- 
papers and by means of placards 
placed in his stores that, to the 
best of his ability, he would not 
spend any of his money to buy 
food products publicized by Com- 
munists or their agents; that when- 
ever he heard or learned of some 
television show or radio broadcast 
or motion picture or some other 
advertising medium or some ad- 
vertising agency which was utiliz- 
ing Communist talent in urging 
the public to eat a certain product 
or to chew a certain product or to 
mix a certain product, he would 
immediately discontinue handling 
that product. 

“That took some courage,” Sen. 
Mundt said, “because many adver- 
tising agencies have permitted a 
good many Communist sympa- 
thizers to creep into their talent 
positions and into other areas of 
publicity. 

“But Mr. Johnson is a coyrage- 
ous American who believes that 
patriotism, like charity, begins at 
home. He believes also that, as a 
good American to whom the coun- 
try has been good as he has ex- 
panded his activities, he has the 
obligation of doing what he can 
decently and rightfully «to help 
discourage Communists from get- 
ting jobs in advertising agencies 
and to help discourage the use of 
Communist actors and Communist 
actresses on television and radio as 
part of the advertising process in 
America.” 


® The senator continued: “As 
good Americans, we still have the 
right to refuse to buy automobiles 


(Continued on Page 73) ~ 
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Highlights of This Week’ s Issue 


“We can’t advertise self out of 
slump,” A. A. Berle writes in 


Forgotten man of tv is the 
small sponsor, Hal Roach Jr. 


marketing ............ Page 12 
Trading stamps prove successful in 
Detroit, Ottawa ........ Page 22 


Average family income in 1955 
after taxes was $5,000, Com- 
merce Department says .Page 23 

Perkin-Elmer “protects” non-pat- 
entable product with heavy busi- 
ness paper promotion ..Page 26 

Harry Lazarus, Chicago agency 
man, is also a successful bank- 


ines tithe shake Wak WB ae 
cies could learn a few things 
from European agencies .Page 31 
Nelson Bond, after 30 years with 
McGraw-Hill, is still an active 
“sales-ad counselor” ...Page 34 
Houston Chronicle sets new dis- 
count rates for r.o.p. ads Page 34 
Chicago council will vote on bill 
to make sales of “obscene” peri- 
odicals to children illegal Page 52 
United Wallpaper stockholders to 
vote on merger with Sears, Roe- 
buck in July .......... Page 53 
Advertised brands are the back- 
bone of the grocery business, 
Heinz exec says 
wow summer furniture mart 


Kroehler ad drive stresses con- 
struction features of new 
line 


Advertising Market Place .................0....- 72 


Coming Conventions 36 
Creative Man’s Cerner 60 
Drawthinks 62 
Editorials “4 
Empleye Communications ........................-..8 
Getting Personal Ty 
Leoking at Radic and TV .........................62 
Leoking st Betall Ads ee | 
On the Merchandising Front .....................@ 

hie Revi 48 
Production Tips 64 
Rough Proofs “4 
Salesense in Lg) nee ee 
This Week in Washington .........................35 


FOr ate ce 


Report 


on ‘Red’ Blacklisting 


Fund for Republic Calls 
Practice ‘institutionalized 
Behind Closed Doors’ 


New York, June 27—Biatck- 
listing is now an institution in 
radio, television and the movies, 
according to the two-volume re- 
port released this week by the 
Fund for the Republic. 
The 559-page report was writ- 
ten by John Cogley, former execu- 
tive editor of The Commonweal. 
The basic data for the study were , 
collected by ten reporters and re- 
searchers, who interviewed 500 
people with “first hand knowledge 
of the situation” in Hollywood and 
New York. 
In releasing the study, Paul G. 
Hoffman, chairman of the board 
of the fund, pointed out that the 
report “brought in no indictments 
and offered no recommendations.” 
But he voiced the hope that Mr. 
Cogley’s work will contribute to 
progress by increasing the “public 
knowledge and understanding of 
the actual situation and its prob- 
lems.” 
Mr. Hoffman’s foreword noted 
(Continued on Page 73) 


Hess Bros. Ads 
Pledge Battle 
on Fair Trade 


PHILADELPHIA, June 27—Max 
Hess, president of Hess Bros., Al- 
lentown department store, today 
urged other department stores to 
join in a double-pronged cam- 
paign: - 


* To abolish fair trade legislation 
og mma and other states 
an 


® To establish as a constructive 
substitute a voluntary plan where- 
by manufacturers could voluntar- 
ily sit down with committees of 
retailers and consumers to work 
out prices fair to ail three levels. 

At.a press conference here, he 
said he plans to continue to use 
newspaper advertising space and 
radio and tv time to carry on the 
fight he started last September, 
when Casco Products Corp., 
Bridgeport, Conn., initiated a con- 
tempt action in Lehigh County 
courts against Hess for selling 
irons for $10 instead of $15.95. 

A week ago, Omega’ watches 
went into U.S. District court here 


J 


(Continued on Page 69) 


for Kellogg’s Rice Krispies, food 
doesn’t have to be heavy to be 
nourishing. This ad will appear in 
color in the July 9 Life. Leo Bur- 


MIGHT’ DIET—According to this ad. 


nett Co., Chicago, is the agency. ° 
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"Woman's Day’ May Lose $2,000,000 in Ads in 
Suit Delay: Nov. 1 Trial Date Set by Judge 


\ Curcaco, June 26—Judge Wil- 
liam J. Campbell in U. S. district 
court last week set Nov. 1 as trial 
date for an anti-trust suit brought 
by two wholesale and 23 retail 
grocers in this area against Great 
Atlantic & Pacific Tea Co., Wom- 
an’s Day, Morton Salt Co., Gen- 
eral Foods Corp. and Hunt Foods 
Inc. 
In his order, Judge Campbell 
denied a motion by the defendants 
to seal and impound all papers and 
documents until the start of the 
trial. He also turned down a re- 
quest from A&P and Woman’s 
Day to start the trial Oct. 1. 
Attorneys representing General 


Foods, Morton and Hunt told Ap- 
VERTISING Ace that the three com- 
panies will file a joint answer to 
the suit June 30 or July 2. A&P and 
Woman's Day filed a joint an- 
swer to the suit last month (AA, 
May 7) in which they denied all 
charges that they violated anti- 
trust laws. 


= In requesting an early trial and 
permission to impound documents, 
Woman’s Day submitted an affi- 
davit of Donald P. Hanson, presi- 
dent of the magazine. In it, Mr. 
Hanson pointed out that the total 
amount of advertising placed last 
year, by agencies that already have 


ete, we ee eS 


, 


told the magazine they will do no;e Ray Bailey, product advertising 


future advertising in it until the 
suit is settled, amounted to $2,126,- 
836. 
Following is the action taken by 
advertisers and agencies since fil- 
ing of the suit, according to Mr. 
Hanson: 


e Edward W. Ebel, vp and director 
of advertising and consumer rela- 
tions of General Foods, told Wom- 
an’s Day that he has instructed 
Young & Rubicam, Foote, Cone & 
Belding and Benton & Bowles to 
place no future advertising for GF 
products in the magazine until the 
suit is settled. Mr. Ebel also said 
he believed that a majority of 
grocery product advertisers would 
adopt a similar position. In 1955, 
GF invested $199,060 in ads in the 


magazine. 


3782 DRIVE-IN THEATRES 


1448 FIRST-RUN INDOOR THEATRES 


“6 


This is the Theatre Screen Advertising package recently purchased 
from MPA-New Orleans by a national advertiser for a special an- 
nouncement produced on dramatic NATURAL COLOR Eastman film. 
This commercial will appear seven days a week in America’s “cream- 
of-the-crop” motion picture theatres, reaching a captive audience of 
approximately 45 million people a week during the weeks that lie 
ahead. About 30 million of this captive audience will be between the 
ages of fifteen and forty-four, the spending years. 

This advertiser's one minute natural color film commercial will be 
shown in most theatres with no more than three non-competitive 


advertisers. 
e © * 


A QUICK GUIDE FOR PLACING 
THEATRE SCREEN ADS 


1. 60-Second, or! 80-Second film commercials are 
ed Taek Tk be ceed ester oc) poenned 


2. One theatre up to as many as sixteen thousand theatres 
may be used during a week. 


6. The audience of a theatre for a week will equal about 30% 
of the theatre’s adult | ary audience. The adult poten- 
tial averages about 75% of the population in the area 
served by the theatre. 


7. The cumulative a different people during six weeks 


in succession will equal about of the theatre's potential; 
> eeaaag caccemin, Soe of kee po: 


8. Bookings may be placed through advertising agency or 
direct by advertiser. 


Proof of showing, postal cards signed by theatre owner and 
OS eiek 0 O Paee tae eid ak teeueet. 


10. Production of films and distribution of films to theatres on 
a nation-wide basis can be arranged with one film com- 
mercial producer and distributor as follows: 


MOTION PICTURE ADVERTISING SERVICE CO., INC. 


MPA 70 E. 45th St. 


New York, N. Y. 
amr 


1032 Carondelet St. 
New Orleans, La. 


a 


manager for Borden Co.’s Starlac, 
notified Woman’s Day that Borden 
will “wait and see” before it places 
more ads. Borden invested $48,607 


year. 


e Bruce Armstrong, Batten, Bar- 
ton, Durstine & Osborn account 
executive on Campbell heat proc- 
essed soups, 
that the magazine has been includ- 
ed in the new advertising schedule, 
but it would not be recommended 
for such advertising “under the 
immediate circumstances.”” BBDO 
placed $346,048 in advertising for 
clients in 1955. ‘ 


e Charles Ewart, Needham, Louis 
& Brorby account executive on 
Campbell pork and beans, said 
Woman’s Day has been removed 
from the new ad schedule recom- 
mended to Campbell because the 
agency cannot risk placing a client 
in a position that might precipitate 
a suit against it. NL&B placed 
$355,047 in Woman’s Day last year. 


e Peter J. Levanthes, vp and me- 
dia director of Young & Rubicam, 
said his agency has told all grocery 
product clients of the suit and ad- 
vised them that Y&R cannot take 
responsibility for possible law suits 
resulting from past or future ad- 
vertising in Woman’s Day. He said 
Y&R would not recommend the 
magazine to any clients while the 
legal action was pending. Y&R 
last year placed $825,469 in adver- 
tising for clients. 

Other agencies and business 
placed with the magazine in ’55 
were B&B, $165,705; FC&B, $434,- 
567; McCann-Erickson, $330,310; 
Ted Bates & Co., $243,304; N. W. 
Ayer & Son, $258,861, and J. Wal- 
ter Thompson Co., $511,481. 


in advertising in the magazine last 


told Woman’s Day| 


=>: - 


COOL HEAD—That’s Chicago White 
Sox pitcher Billy Pierce under the 
shower and afterwards, with Vi- 
talis on his hair. This b&w page 
runs in Life, July 9; Look, Aug. | 
7, and several issues of Sporting 
News. Doherty, Clifford, Steers & 
Shenfield, New York, is the agency. 


He pointed out that half of the 
advertisers in Woman’s Day are 
manufacturers of grocery products, 
and that similar suits could be 
brought against them. The maga- 
aine costs $9,000,000 yearly to pro- 
duce and less than one-quarter of 
the costs are regained through sub- 
scription fees. In each of the past 
two years, net receipts from ads 
have exceeded $6,900,000, he said. 

The suit seeks temporary and 
permanent injunctions to restrain 
Morton, General Foods and Hunt 
from continuing alleged discrimi- 
natory advertising in Woman’s 
Day, and asks triple damages of a 
minimum of $3,000,000 from’ each 
defendant (AA, March 12). 


0. 1 state. 


Seles Management Figures 


GREENSBORO, NORTH CAROLINA 
Represented Nationally by Jann & Kelley, Inc. 
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“This is the size we use for the 
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Advertisers who don’t want to miss the bus should hit the road 
to Greensboro. The ticket is an advertising schedule in the 
Greensboro News and Record, whose 105,000 daily circulation 

around, into, under and at the No. 1 market of the South’s 
In the Growing Greensboro Market, 1/6 of the 
state’s population accounts for more than 1/6 of the state’s 
$3 billion in total retail sales. All aboard! 


Only medium with dominant coverage in the Growing Greensboro 
Market and with selling influence in over half of North Carolina! 
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In 1776, it took a written message to give a nation 
its life. It took a written message to make calm, 
clear sense of that fierce love of freedom and the 
riotous hatred of enslavement. 


Yes, in 1776, a fine and judicious man, Thomas 
Jefferson by name, wrote a document that crystal- 
lized this new nation’s love of liberty and declared 
its wish to be independent. 

Today, this nation testifies to the power and wisdom 
of his words. 

Solemn and beautiful, this written message, The 


Declaration of Independence, is one of mankind's 
highest achievements, to be cherished as long as 


‘freedom endures. 


Your messages in This Week 


(ill LIVE) in 11,000,000 homes 


throughout America / 


_ Yes, the written message is the one that lives . . . 


the speeches and the sentiments are too often heard 
... and forgotten. 


This Week, America’s most widely read magazine, 
asks leaders in every walk of life to ponder the 
value of the written and the printed word . . . and 
to bear in mind its power to impress long after all 
other messages have faded. 


The Declaration of Independence is a sacred docu- 
ment not to be compared with advertisements. Yet, 
there are certain clear inferences to be drawn. 


Whenever you have something important to say, 
put it in print. For the printed message can and 
does last. It can be referred to again and again. It 


This Week Magazine shares the power and prestige of these 36 great newspapers which distribute it. 


Minneapolis Sunday Tribune . . . The New Orieans-Times-Picayune States . . 


Pittsburgh Press .. . Portland Oregon Sunday Journal . . . Providence 


Sunday 
Sunday News. . . San Francisco Chronicle . . . The Spokane Spokesman-Review . . . The Syracuse Post-Standard . . . The Washington Sunday Star . . . The Wichita Sunday Eagie. 


y 


‘The written message 
is the one that LIVES | 


can be studied. It can be used as a basis of com- 
parison. It can be clipped out and consulted. 


But perhaps the primary advantage of the printed 
message is psychological. It can be seen and ab- 
sorbed in. tranquillity . . . willingly, freely. The 
printed message is never an interruption, never a 
disturbance. . 

The printed page, rich in detail, exact in its message, 
continues to be a primary weapon in the arsenal of 
communications. This Week wishes to remind you 
of the basic wisdom of building your advertising 
campaigns around visual, printed media. In other 
words, if you want your message to work and to 
last, put it in print first. 


. New York Herald Tribune . . . Norfolk Virginian-Pilot and Portsmouth Star . . . The Philadelphia Sunday Bulletin . . . The Phoenix Arizona Republic . . . The 
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‘Mysterious Art’ Concept of Advertising 
Bars Management Status for Admen: Borton 


CHAMPAIGN, ILL., June 27—“If 
some advertising men do not have 
major acceptance and standing in 
company management, as some 
complain, it is largely their own 
fault,” Elon G. Borton, president 
of Advertising Federation of Amer- 
ica, said yesterday. 

“Too, often we advertising men 
give the impression that advertis- 
ing is a special function, a myster- 
ious art apart and not to be un- 
derstcod by others,” said Mr. 
Borton, who spoke at a workshop 
session .of the University of IIli- 
nois’ Direct Mail Management In- 


and planned in cooperation with 
their managers in accord with 
their needs. 

“If we have this attitude, man- 
stitute. agement will soon recognize it and 

“Some of us seem almost to be|draw us more closely into its 
working in a vacuum,” he said.| councils. Our budgets will be more 
“We often do not realize that ad-/| readily accepted, our work will be 
vertising is only a tool of market-|easier and we will gradually get 
ing and that it cannot be more ef-/ the recognition we want.” 
ficient unless it is closely coordi-| Coordination with other ele- 
nated with all other phases of the| ments of marketing and manage- 
marketing process. ment is even more necessary in di- 

“We need to work closely with| rect mail than in connection with 
sales, with packaging, with mar-|other media because of direct 
ket research and even with pro-/mail’s status as a “stepchild” in 
duction as an auxiliary arm,” Mr. | advertising, the absence of a gen- 
Borton added. “Our budget and erally practiced commission sys- 
our program must be geared}tem for agencies and other reasons, 
tightly with all these functions| Mr. Borton added. 


SURE STRIKE! 


Manafacturers of fishing tackle ana related lines 
can’t miss getting bigger strikes = 

top 
11,047 selected top tackle dealers and = Pome 


FISHING TACKLE TRADE NEWS 


in FTTN— the 


| Maguire Joins ‘Baby Talk’ 

Fred L. Maguire Jr., formerly 
with Shannon & Associates, has 
joined the sales staff of Baby Talk. 
a Leam publication, New York. 
Mr. Maguire was at one time a 
Space buyer with Batten, Barton, 
|Durstine & Osborn, New York. 


WILMETTE 
ILLINOIS 


Your consumers see your 
in your advertising . .. 
bul we give them a chance 
te try it. Together we clinch 
the sale. in six years, 40 
miltion product samples 
were distributed in Guest 
Pact through hotels, air- 
. Vanes, civbs ond banks. 


+. ite pon aimed and cor. 
trelied distribution method 


£68 Titth Avanve, Hew York 20, mY ~ 
(00 Untwin Bod, Miceni Bench, Fe. 
2528 Brighton Way, Beverty Hilts, Cotit. 


Advertising Age, July 2, 1956 


Who Would Gain From 
A Five-Year, No-Strike 
Agreement in Steel? 


You Would... Everyone Would 


em ee ee 


POINTS OF DISAGREEMENT—Both sides in the steel contract hassle took 

to the nation’s newspapers to promote their respective views. Shown 

here are the United Steelworkers of America and steel companies 
committee ads as they appeared in Chicago newspapers. 


Outmoded Pricing in Men’s Clothing Leads to 
Weak Promotion, Low Profit: ‘Bach Letter’ 


New York, June 26—“In no 
other field do so many labor for so 
little,” says Henry Bach Associates 
in an evaluation of the men’s 
clothing industry’s profit picture, 
which appears in the current issue 
of the agency’s house organ, “The 
Bach Letter.” 

The root of the industry’s prob- 
lem, the study says, is its “basic in- 
feriority complex”—a chronic fear 
of cutthroat competition which 
leads it to underprice its products 
to the point where there is no 
margin for promotion, for profit 
and for expansion. 

“In 1954,” the study points out, 
“men’s clothing manufacturers 
(making tailored suits, coats and 
sportswear) sold 22% more than 
in 1946—but their profits were 
76% less. 

“This 76% decline in profits 
compares to a 64% increase for all 
other manufacturing industries in 
the U.S. during the same period. 

“The number of companies man- 
ufacturing men’s clothing rose to a 
peak between 1946 and 1948 and 
has been declining steadily ever 
since. 


= “In spite of growing fixed as- 
sets, larger working capital re- 
quirements and the inflation of the 
postwar period, the net worth of 
the average men’s clothing manu- 
facturer in ’54 was less than in ’46.” 

The study notes that the indus- 
try’s major profits in the past 
“have usually been derived from 
sudden price rises which made 
profits out of inventories, not man- 
ufacturing. In the last seven years 
it is estimated that men’s clothing 
prices at retail have moved up 
only 2%. In this same _ period, 
prices of all apparel rose almost 
5%, white prices of all consumer 
products rose 15%.” 

Discussing how the industry can 
make a profit now, “The Bach 
Letter” suggests that the answer 
lies “with individual manufactur- 
ers aS much as with the industry 
as a whole. The primary step,” it 
says, “is to cut costs and at the 
same time increase selling efficien- 
cy.” 

Other steps suggested: 

@ Product Review: The study finds 
manufacturers “have tended to 
over-diversify.” 


@ Operations Review: It is sug- 
gested that sales territories, sales- 
men’s routes and sales by types of 
accounts be re-analyzed. 


@ New Accounting Approach: 
“Through accurate cost accounting 
methods,” the study says, “you can 
break down not only actual pro- 
duction costs but promotion costs, 
selling costs and other costs of dis- 


tribution. By this technique you 
can budget your overhead and 
selling costs for each item and 
maximize profits by equalizing 
margins or—at worst—guide sales- 
men in pushing those items which 
actually produce the greatest prof- 
gs 


@ Personnel Approach: It urges 
checking the selling methods of 
salesmen, their relationships with 
customers, and the materials they 
use in selling. 


e Price Line Review: The study 
urges an examination of price 
lines in the light of customers’ 
needs. “The necessity of clinging 
to traditional price lines is a 
myth,” it declares, “which holds 
both manufacturer and retailer 
from greater profits.” 


Imported Capital Is 
Worrisome but Vital: 
Head of Canada Ford 


Caucary, ALTA., June 26—Rhys 
M. Sale, Windsor, Ont., president of 
the Ford Motor Co. of Canada Ltd., 
said growing domination of Cana- 
da’s extractive industries by for- 
eign capital “troubles him as a 
Canadian.” 

In an interview here he added, 
however, foreign capital is needed 
to maintain Canada’s rate of indus- 
trial expansion, and he’s not wor- 
ried over the long-term effects. 

Mr. Sale, who is on a tour of 
western Canada to evaluate busi- 
ness conditions, returned recently 
from Australia. 

Australia, he said, envies Canada 
her supply of foreign capital, and 
Prime Minister Robert Menzies 
advised him that Canada would be 
unwise to do anything that would 
disturb the level of foreign invest- 
ment. 


WNR Buys Securities 

Weekly Newspaper Representa- 
tives Inc., New York, plans to put 
$100,000 into U. S. government 
securities as a kind of “future dis- 
aster insurance.” Paul C. Smith, 
president, said the securities are 
being purchased each month out 
of availiable monthly net revenue. 
Purpose of the fund “would be to 
stabilize the expanded selling op- 
erations available by WNR to its 
7,500 client newspapers.” 


Conde Nast Names Siese! 
Conde Nast Publications Inc.. 
New York, has appointed Harold 
J. Siesel Co., New York, to handle 
advertising for House & Garden. 
The account formerly was handled 
by Arndt, Preston, Chapin, Lamb 
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OR WiLL OBSERVE 


TION WEEK: JUNE 2 


Photographed at Wade Simpson's State Fair Auto Auction, Detroit. 
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hat will a ‘53 Ford knock down in Syracuse? - 


. .. in Fargo? .. . in Mason City? 


In these days of tight “deals,” the profit or loss 
on the used car he takes in trade often makes the 
difference between profit or loss on the new car 
sale. That auction price in nearby Fremont, or in 
far-off Atlanta is a sensitive barometer of the trend 
in the going price of used cars and trade-in allow- 
ances, The dealer needs to know every week in 
order to avoid costly losses that could eventually 
make or break his organization. 


And where is the only place he can get this 
timely information? . . . in Automotive News, 
the industry's only weekly newspaper. 


But this is just one phase of the crack editorial 
material that’s a necessary part of today’s modern 
dealer organization. Working in close harmony 
with his parts and service managers, the dealer 
makes buying and selling decisions by the hun- 
dreds. To do this, he has to have complete informa- 
tion on every phase of the market—especially on 
the products available to keep sales and service on 
the move. That’s why the personnel in over 28,000 
dealer establishments read Amtomotive News 


— and why a dealer in Omaha wants to know 


every week—and pay $8.00 a year for it. That's 
why Automotive News maintains a constant 85% 
renewal rate without free lists, “cut-rate” sub- 
scription offers, premiums or rate books, arrear- 
ages or extensions, or sample copies. 


AND HOW ABOUT THE 
FACTORY EXECUTIVE? 

rege executives from the Chairman of the 
Board afl the way to the engineering and produc- 
tion departments, depend on Automotive News 
for accurate reporting. Trends in the industry are 
essential to the “team buying” decisions of over 


Keeps You in Front of the Fast-Moving Automotive Market 


The News 


6,500 of these Automotive News executive sub- 
scribers. 
+ * a 
Why not ask your Amtomotive News representative 
for more facts on the “two-market"” power of “The 
Newspaper of the Industry”: 
NEW YORK: Edward Kruspak, Ray Billingham, Howard 
E. Bradley, Murray Hill 7-6871. 
DETROIT: R. L. Webber, William R. Maas, Roy Holi- 
han, Woodward 3-0495. , 
aes iy J. Goldstein, William H. Gallagher, State 
2-6273. 
LOS ANGELES: R. H. Deibler, Dunkirk 3-0303. 
Editerial Office: Penobscot Bidg., Detroit 26, Mich. 


Industry * 
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Blaiz Forgets 
the Girls; Tries 


‘Muscle’ Approach | 


(Continued from Page 1) 
ask for it. If it’s beer you want, get 
Blatz.” 
2. “Made by people who like 
beer for people who like to drink 
beer—and lots of it!” 


s On the side the new sched- 
ule of 2,1 e b&w ads offers a 
gallery of “real-life” blue-collar 
workers whose masculjnity is cal- 
culated to make the Marlboro cig- 
— models look like tattooed tea- 


ppers. ; 

In the inifial ad appears a steel- 
worker who, in fact, is actually a 
steelworker. Other real articles to 
follow include a farmer, a survey- 
or, and a welder. 

Outdoor, radio and television 
advertising will follow with sim- 
ilar portrayals. One tv spot, for 
example, shows a truck driver 
ey dana Ss alien 


All this is a far cry from the 
sleek females who used to grace 
Blatz advertising, some with daf- 
fodils in their hair. As Ted Rose- 
nak, vp in charge of advertising, 
saw it: 

“These photos represent a de- 
parture from the usual handsome, 
impeccable male model or beautiful 
girl frequently associated with 
beer advertising. You might say 
that we have gone to the consum- 
er himself to come up with our 
campaign. 


# “I don’t recall any other cam- 
paign like this since Repeal,” he 
added 4 

Actually, the new Blatz effort is 
part of a _ well-defined school, 
whose general theme is: “Beer is 
beer.” It includes such spoofers of 
lightness and dryness as Regal 
Pale (Guild, Bascom & Bonfigli), 
Schaefer’s (Batten, Barton, Dur- 
stine & Osborn) and. National 
Brewing, the previous beer ac- 
count of Blatz’s new agency, K&E. 

Early this spring a drive started 
featuring corpulent beer glasses, 
“Dagwood” sandwiches and the 
transitional slogan, “More of ev- 
erything—but water.” The current 
campaign is a progression from 
that. 


= How far it will go is still a com- 
pany secret, though it’s no secret 
that Blatz needs something to re- 
verse its sales skid of the last sev- 
eral years. As Mr. Rosenak sees it, 
the new campaign is tailored 
strictly to Wisconsin, where Blatz 
is No. 1 and where per capita beer 
consumption is the highest in the 
country. 

Mr. Rosenak admitted to AA 
that the new approach “might be 
scheduied elsewhere nationally,” 
but would reveal no plans. As 
things stand now a Wisconsin-only 
campaign is pretty much a “nation- 
al” effort for Blatz, since that state 
and northern Illinois are said to 
constitute its last remaining con- 
centrated market. 

Meanwhile, there are in 
the brewing field that Blatz has 
been drastically cutting back its 
advertising in other areas, such as 
the West Coast and Detroit. It re- 
mains to be seen whether the new 
Wisconsin campaign is an expan- 
sion move or signalizes a return by 
Blatz to its original status as a re- 
gional brewer. “ 


Sution Names Muhleman 
Sutton Publishing Co., White 
Plains, N. Y., has appointed M. L. 
(Bud) Muhleman assistant pub- 
lisher of Electronic Equipment. Mr. 
Muhleman formerly was with 
Service, Radio Service-Dealer and 
Radio and most recently headed 
the technical advertising staff of J. 
Walter Thompson Co. 


MERRY ENGLAND—The gentlemen sharing the big laugh are Fred Gam- 

ble (left), president of the Four A’s, and Lt. Col. Alan M. Wilkin- 

son, president of the Institute of Practitioners in Advertising. Mr. 

Gamble was guest of honor at luncheon given by the IPA council 
in London in June. 


Muehlebach. Buy 
Will Aid Schlitz 


Kansas Crry, June 29—Jos. 
Schlitz Brewing Co. has purchased 
Muehlebach Brewing Co.—a Kan- 
sas City institution for 90 years— 
for a reported $2,500,000, subject 
to approval by Muehlebach stock- 
holders. 

Acquisition of the Muehlebach 
plant—rated at 558,000 barrels, 
annual capacity—should greatly 
improve Schlitz’s market position 
in the South and Southwest, espe- 
cially with: regard to freight 
charges. It conceivably could tip 
the balance in the current hot 
competition between Schlitz and 
Anheuser-Busch for premium beer 
dominance in thosé areas. 

On a national scale, brewing 
sources were saying the added ca- 
pacity would almost certainly keep 
Schlitz the No. 1 U. S. beer sales- 
man for another year—unless An- 
heuser-Busch buys up another “in- 
dependent” itself. 


® Approval of the sale by Muehle- 
bach share holders was ex 

to come without any hitches. That 
expectation was shared by Andres 
Soriano, Philippine millionaire, 
who is board chairman and is said 
to hold 70% of the stock. Mr. Sori- 
ano’s holdings include San Miguel 
Brewery, Manila, the Far East's 
largest. His son, Andres Jr., is 
president of Muehlebach. 

Besides its advantages to Schlitz, 
the purchase deal had its attrac- 
tions for Muehlebach, which has 
been slipping badly in the past few 
years, selling at less than half its 
capacity and passing up its last 
three semi-annual dividends. 

It was a case of holding onto an 
increasingly tough market in 
which Falstaff’s popular-priced 
brew was No. 1 in volume, while 
Schlitz and Budweiser were slug- 
ging it out for dominance at the 
premium level. Pretty much the 
same situation holds over most of 
the southern market. 


@ Grant Advertising, Chicago, the 
Muehlebach agency, is not sure 


account only five weeks ago (AA, 
May 14), only to learn of the sale 
three weeks later. Since then it has 
canceled all advertising activities 
on the account. 

Muehlebach officials said it has 
not been determined whether the 
Muehlebach name will be retained. 
Most trade sources, though, were 
expecting it to be very much a 
Schlitz brand operation, and it is 
understood that production of the 
Muehlebach brew has already 


stopped. 


where the sale puts it. It got the} 


4 ‘Yan Nuys, Cal.) 


in Battling Bud ~ 


}pedple ...” 


As one brewing expert saw it, 
the move by Schlitz means that it 
has “joined the parade” toward 
regional brewery operation—a pa- 
rade which Falstaff has very suc- 
cessfully led. (Its other breweries 

in Milwaukee, Brooklyn and 


® The same source found in the 
purchase an explanation of why 
Schlitz took such a strong interest 
in the baseball Athletics when they 
moved to Kansas City two years 
ago. 

At that time Schlitz signed to 
sponsor the broadcasts, and has 
since poured a lot of money into 
promotion of the club. The impli- 
cation was that Schlitz had had its 
eye on Muehlebach—or at least on 
Kansas City operation—for more 
than two years. 

Erwin C. Uihlein, president of 
Schlitz, put it this way today: 

“The Kansas City area has al- 
ways been an outstanding market 
for Schlitz. When major league 
baseball came to Kansas City last 
year we were proud to become a 
part of this enterprise... During 
the broadcasts of the past two sea- 
sons we have had many opportuni- 
ties to become more intimately as- 
sociated with Kansas City and its 


Export Managers Elect 

R. E. Kilpatrick, export manager 
of Kester Solder Co., has been 
elected president of the Export 
Managers Club of Chicago for the 
year beginning July 1. James E. 
Burke, Stewart-Warner Corp., was 
elected Ist vp. 


‘Denver Post Joins Metro 

The Denver Post becomes an op- 
tional member of the Metro Sunday 
Magazine Network on Oct. 7 and a 
basic member next Jan. 6. Metro 
said the addition of the Post brings 
its circulation to something over 
16,000,000, an all-time high. 


YELLEN, West Coast sales 
manager of P. Lorillard Co., New 
York, has been named advertising 
director of the company. He suc- 
ceeds |Alden James, who recently 


MANUEL 


resigned as vp and ad director. 


Auto Makers 


Underspend in 
TV, Treyz Says 


(Continued from Page 1) 
nearly so much the share of sales 


established by the Buicks, Pontiacs, 


Mercurys and Chryslers, it is the 
total sale of new cars which in 
turn determines the automobile 
production rate—which according 
to the New York Times “has been 
declining,” he said. “In the coming 
months, this line can hold steady, 
decline or climb.”:; 

The TvB president maintained 
that the total size of the market 
“can be and is considerably in- 
dependent” of: the general econo- 
my, since car sales are prompted 


‘by desire as well as need. 


s As ammunition in the presenta- 
tion shown here today, Mr. Treyz 
used data collected for the bureau 
by the Institute of Motivation ‘Re- 
search. Made early this month 
under the direction of Dr. Leon 
Arons, research director of the bu- 
reau, the study was designed to 
show how the car shopper was in- 
fluenced by tv, as compared to 
other media, particularly newspa- 
pers. Some, 565 men were inter- 
viewed in 40 cities in 26 states, 
with most of them being queried 
as they came out of the dealers’ 
showrooms. 

Nearly 60% said tv played a 
major role in getting them inter- 
ested enough in a new car to go 
to the showroom to see it; news- 
papers got 32% of them to the 
showroom. Other media were not 


covered in this question. 


Question number two ses at 
finding out what “attributed in- 
fluence” tv and newspaper adver- 
tising exert on the potential car 
buyers. In cases where wives, chil- 
dren or friends had “talked up” 
the new car to the prospect, he was 
asked where he thought they got 
the most information and impres- 
sions about the car—from newspa- 
pers or tv. 


= Seventy-nine per cent of the in- 
terviewees had talked the matter 
over with their wives before visit- 
ing the dealer; nearly four times 
as many of these wives got their 


new car information from tv as 


from newspapers. However, the 


spontaneous comments indicated 


that color promotion in magazines, 
which was not included in the 
question, also caught the eye of 
many of the women. 

Most of the friends and children, 


with whom the potential buyer 


talked before taking an in-person 
look at the car, also got most of 
their information on the new mod- 
el from tv, according to the study. 

Question number three gave the 
interviewees a chance to make be- 
lieve they were the national ad- 
vertising manager for whatever 
kind of car they had been looking 
at. They were asked how they 
would spend a $1,000,000 budget to 
get people “to hear about the car 
and come in to see it.” They were 
given a choice of using tv, news, 
papers (these two alternated in 
second and third position on the 
list), radio and magazines. 

When the money appropriated 


| by these make-believe admen was 
a | totaled, it was found that 47% of 


the total had been assigned to tv, 
26% to newspapers, nearly 14% 
to magazines and slightly more 
than 13% to radio. 

Nearly a third of the showroom 
visitors questioned in this study 
actually bought cars. 


ABC-TV STUDY CLAIMS 
DEALERS LOVE VIDEO 


New York, June 28—ABC Tele- 


vision has come up with some find- 


ings which the network thinks will 


Advertising Age, July 2, 1956 


make automobile dealers take a 
closer look at tv. 

The results of a 16-city Trendex 
study, which ABC executives plan 
to use in special presentations to 
potential sponsors, were released 
today. 

Telephone interviewers called 
857 franchised new car dealers in 
16 major cities during the week of 
June 11 to see what they thought 
about television as a means of ad- 
vertising cars. Of the total sample, 
627 calls were completed. 

ABC reports that all dealers, ex- 
cepting Cadillac dealers, were “fa- 
vorably inclined” toward tv. It 
ranked particularly well as a 
means of increasing store traffic. 

Newspapers edged out tv when 
the dealers were asked which me- 
dium they would prefer if they had 
to get along with just one. As 
would be expected, the most en- 
thusiastic dealers were those 
backed up by tv programs which 
are doing well. 


= Of the Big Three auto groups, 
Chrysler dealers were the most 
bullish about video and General 
Motors the least. An exception in 
the GM family was the Chevrolet 
dealers, who are strongly‘ sold on 
tv. 

In the GM breakdown the net- 
work took comfort in the fact that 
although only one out of every five 
General Motors’ ad dollars goes to 
tv, two out of every five GM deal- 
ers believe tv is doing the best job 
for them. 


Production of ‘56 
Packards Is Halted; 
Ad Cutback Expected 


Detroit, June 27—Studebaker- 
Packard Corp. Tuesday completed 
production of 1956 Packard and 
Clipper models and laid off 3,200 
Detroit-area workers indefinitely. 

A company spokesman said no 
definite date had been set for a 
start on 1957 model production. He 
said it depended primarily ‘on a 
study of the inventory -situation. 

Production plans also will be in- 
fluenced by the result of negotia- 
tions between Studebaker-Packard 
and Curtiss-Wright Corp. Curtiss- 
Wright is reported ready to offer 
financial aid to the auto maker. 

Studebaker operations at South 
Bend, Ind., were not affected. 

At the first of the year, the 
Packard division employed about 
6,900 production workers in its au- 
tomotive operations here. 

Production through last week 
totaled 12,700 cars, compared to 
41,962 in the same period last year. 
Studebaker production is down 
more than 40%. 

The company lost $29,000,000 
last year and about $14,000,000 in 
the first four months of '56. 


® ADVERTISING AGE learned that a 
skarp cutback will be made in 
Packard’s third-quarter advertis- 
ing budget. It was estimated that 
the budget will be reduced by 
some $500,000 to $750,000. 

Despite the reduction, AA was 
told that the new budget still 
would amount to a healthy $1,000,- 
000 or more. For the first two 
quarters this year, Packard report- 
edly invested about $4,000,000 in 
advertising. The new budget is 
still being studied and is expected 
to be approved in the near future. 

Talks between Packard officials 
and Curtiss-Wright and other com- 
panies are reported to be still in 
progress, but nothing definite has 
been announced. 


s A spokesman from D’Arcy: Ad- 
vertising told AA that the agency 
has not been notified of any cut- 
backs in the third-quarter budget. 

“We are proceeding with our ad 
plans for the new quarter as 
planned,” the spokesman said. “We 
have canceled no advertising, and 
we have received no word that our 
ad plans will be changed.” 
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Can Advertising Serve That Only Stands and Waits? 


There are two kinds of smoke signals. One is the cigar-store-Indian type. 
Mute on Main Street, Sitting Bull stands—hand beseechingly out, in a 
silent smoke signal: Cigars Sold Here. 

The tobacconist’s part in all this is to hope fervently that, from among 
the passing crowd of smokers, non-smokers, and anti-smokers, a cigar 
smoker will take notice. 

As for the other type of smoke signal, you build yourself a fire, work 
up clouds of smoke, and puff them energetically aloft. Now you're 
talking—talking a special language, and far and wide the chiefs will 
see it, understand it, and react. 

When you want to selectively signal the business management man 
you speak his language, use his medium. You turn to Business Week with 
the same sure instinct of the Commanche brave who turned to his camp- 
fire when he wanted to “marry-e-ah-whit-to”. . .“tell the chiefs”. 


YOU ADVERTISE IN BUSINESS WEEK WHEN 
YOU WANT TO INFLUENCE MANAGEMENT MEN 


BUS!INESS 
WEEK 


Because Business Week speaks the special 
language of management men... is almost all 
business ... reaches an audience that is 

92.1% business management... Business Week 
leads all general, general-business, and news 
magazines in advertising to business 

and industry. 


e 


Ist in Manufacturers’ Materials & Supplies 
Ist in Industrial Machinery, Fixtures & Accessories 
Ist in Building Materials, Equipment, Fixtures 
& Protective Coatings 
Ist in Office Machines, Furniture & Accessories 
Ist in Stationery & Misc. Paper Supplies 
Ist in Commercial Trucks & Vehicles 
1st in Freight Transportation 
Ist in Industrial Site Development 
1st in Publishing & Advertising Media ’ 
Ist in Lubricants & Misc. Fuels 
Ist in Business Propositions 


Source: Publishers Information Bureau a 


A MCGRAW-HILL PUBLICATION 
330 WEST 42ND STREET, NEW YORK 36, N. Y. 
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thot this is 


NATIONAL HOT DOG MONTH 


and also 


PICNIC MONTH ? 


Paper-Mate Plans Heavy 
Radio-TV Promotion 
Paper-Mate Co., Chicago manu- 


... but EVERY DAY is an 
|facturer of ball point pens, is plan- 


ning a multi-million dollar radio- 
tv ad campaign. The company 
|plans participation in the Gillette 


Cavalcade of Sports. Currently it 


Men who buy and maintain the facilities and equip- lhas @ weebly participation in the 
|Friday night fights and will also 


ment for the $12,000,000,000 oil marketing and TBA 
‘field read NPN. They read it for latest how-to and be a sponsor of the All-Star base- 
with-what information on the storage, transportation | ball game July 10, and of the 
and merchandising of oil products. Make sure they World Series. 

see your sales story regularly in NPN! ‘‘Arthur Godfrey’s Talent 


|Scouts” and “Arthur Godfrey and 
'His Friends,” “People are Funny,” 

N at ional “Truth or Consequences” and 

Pletroleum 

AT ¢ 

[Nlews 


|/both the Bob Crosby and Garry 
Moore daytime tv shows are on 
the McGraw-Hill Magazine of OIL MARKETING 
@ @ Estoblished 1909. published monthly 


|Paper Mate’s schedule. A coast- 
NPN Factbook published as a 13th issue in May 


|to-coast tv spot schedule is also 
| planned. 


Conotlow Boosts Stanton 

Robert W. Stanton Jr. has been 
|appointed advertising manager of 
'Conoflow Corp., Philadelphia, 
jmanufacturer of final control 
|elements for the process industries 
|Mr. Stanton joined Conoflow in 
/ 1954. 


ALBION 


Evening Recorder 


BIG RAPIDS 


Pioneer 


CADILLAC 


Evening News 


CHEBOYGAN 


Daily Tribune 


COLDWATER 
Daily Reporter 


DOWAGIAC 


Daily News 


GRAND HAVEN 


Tribune 


GREENVILLE 


Daily News 


HILLSDALE 


Daily News 


HOLLAND 


Evening Sentinel 


IONIA 


Sentinel-Stendard 


LUDINGTON 


Daily News 


MANISTEE 


News-Advocate 


MARSHALL 


Evening Chronicle 


MIDLAND 
Daily News 


MT. PLEASANT 


Daily Times-News 


NILES 


Daily Stor 


owosso 


Argus-Press 


PETOSKEY 


News- Review 


STURGIS 


Daily Journal 


THREE RIVERS 


Commercial 


TRAVERSE CiTY 
Record-Eagle 


YPSILANTI 
Doily Press 


FOR MORE SALES IN MICHIGAN 
LEAVE IT TO THE HOME TOWN DAILY 


“City Voters Approve 4-Mill Levy” . . . “First Methodist 
Church To Hold Lawn Fete" . . . “High School Senior Wins 
Scholarship" . . . “16 Motorists Fined in Traffic Court"... 


strictly local news, and how local people do go for it! 

That's why the home town daily in Michigan League land gets 
such intensive readership. No other advertising medium can 
equal it for getting your message across — day after day 

after day — to the people who shop the stores and pay the bills 
and keep business humming in the home town. And it's so 

easy: one order gets you in solid in 23 markets. 


It's in the hometown that your brand counts most, because most 
home town people buy by brand. If you want to sell Michigan, 
use the newspapers that are shopping guides for these brand- 
constious buyers—the home town dailies Complete market facts 
are yours, and they're mighty interesting. Write today. 


SCHEERER AND CO. 
CHICAGO — 35 E. WACKER DR. 
DETROIT — PENOBSCOT BLDG. 
NEW YORK — 155 E. 44TH ST. 


MILWAUKEE — 744 N. 4TH ST. ") 


You Need The Home Town Daily to Get Local Sales 
7 


& 


o Lower Peninsula Group 


MICHIGAN LEAGUE OF HOME DAILIES 


Advertising Age, July 2, 1956 


‘Can't Advertise 
Selves Out of Slump,’ 
Says Berle Article 


New York, June 26—A. A. 
Berle Jr., former New Deal brain 
truster and onetime assistant sec- 
retary of state, says the business 
boom has ended, and the U. S. is 
on the way to a 1933-style depres- 
‘sion. 
| In an article in the June 28 
|Reporter, Mr. Berle also suggests 
|a solution: Channel American in- 
vestment and production into 
foreign markets. He proposes 
Latin America as a starting point. 

Writing under the title, “The 
Recession We Should Not Have,” 
Mr. Berle says the American 
doesn’t believe it is possible to 
“advertise ourselves out of trou- 
ble.” 

“There won't be a big rush to 
| buy the 1957 models next fall,” Mr. 
Berle predicts. “The reason is sim- 
ple: Most people don’t need a car. 
They already have one. They 
haven't paid for it; their problem 
is holding onto it. And so on up 
and down the line. Production has 
given a huge part of America most 
‘of the things it immediately needs 
and wants.” 


s Mr. Berle says the storm signals 
which have been going up in the 
past year—growing farm surpluses, 
a farm price slump, falling off in 
the auto industry, rise in small- 
business failures, excess steel] in- 
ventory and a slow-up in the tex- 
tile and fiber industry—parallel 
the “depression map” of 1929-33. 

He points out that there will be 
those who will boast of 1956 as 
“the second best business year in 
American history.” But, he recalls, 
this was also the case with the 
business year 1930. 

“The point is that 1956-57 must 
not be permitted to become a prel- 
ude to another crisis, as 1929-30 
became an overture to the com- 
plete wreck of 1932-33,” he warns. 


ABC Adds 20 Publications, 
12 Buyer Members 

Audit Bureau cf Circulations, 
Chicago, has added 20 publications 
to its membership. Among these 
are two business publications: Ar- 
gus, Toronto, and National Rug 
Cleaner, New York. Magazines 
added are Arizona Homes, Phoe- 
nix; Chronicle, Middleburg, Va.; 
Golf Digest, Evanston, Ill.; House 
'Beautiful’s Guide for the Bride, 
New York; Motor Life, Los Ange- 
les, and TV Guide, West Virginia 
edition, Cincinnati. Also three 
daily newspapers and nine week- 
lies have joined ABC. 

Twelve buyer members have 
joined ABC. New national adver- 
tiser members are Abitibi Power & 
Paper Co., Toronto; Carrier Corp., 
Syracuse; Kimberly-Clark Corp., 
Chicago, and Kimberly-Clark 
Products, Toronto. 


Hess Bros. Barred from 
Omega Watch Price Cut 

Hess Bros., Allentown, Pa., de- 
partment store, has been €njoined 
from selling Swiss-made Omega 
watches at less than fair trade 
prices. The injunction was sought 
by Norman M. Morris Corp., New 
York, distributor of Omega watch- 
‘es in the U.S. Morris had set a 
'fair trade retail price of $79.50 on 
certain Omega watches which Hess 
Bros. sold for $60.80 including 
taxes, according to court testimony. 


Wilkes-Barre Ad Club Elects 


Jchn Green Jr., advertising man- 
ager of Fowler, Dick & Walker, has 
been elected president of the Ad- 
vertising Club of Wilkes-Barre, 
Pa. Other officers elected are Er- 
nest Lewis, WBRE, list vp; Emory 
Lukas, Gutendorf Advertising 
Agency, 2nd vp; Mrs. Blanche 
Reese, Reese Drug Store, treasurer, 
and Joseph Cooper, Catholic Light, 
secretary. 
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Small Sponsor's 
‘Forgotten’ Man of 
TV, Says Roach 


HoLiywoon, June 26—Local 
and regional advertisers and 
those with special distribution 
problems are the forgotten 
sponsors in tv, Hal Roach Jr., 
of Hal Roach Studios, told 
members of the Hollywood Ad- 
vertising Club last week. 

He asserted that while the 
big national advertiser can use 
network tv effectively, there 
is no place for the “man with 
the $700,000 budget.” Mr. Roach 
said he was speaking in terms 
of top programs in desirable 
time slots. 

Admitting there are probably 


‘ other answers, he said the Vita- 


pix group of 62 stations is one 
answer. Under Roach Studios’ 
arrangement with Vitapix, the 
stations agree to reserve half 
an hour of Class A time for an 
acceptable program. 

This allows the studio to of- 
fer a 30-minute program to ad- 
vertisers on a local, part, or all 
basis, or on a multiple sponsor- 
ship deal. The advertiser does 
not need to worry about clear- 
ing time, since each station has 
already agreed to do so. 


® Roach Studios has obtained 
such a clearance for “Blondie,” 
a new film series. One adver- 
tiser has signed for it, and sev- 


‘eral others are interested. 


Looking at tv commercials, 
Mr. Roach expressed the belief 
they have not kept pace with 
program development since 
1949. Mr. Roach said he feels 
that today, with few exceptions, 
advé?tisers are using the same 
ideas and thinking as in 1949. 

Forecasting, Mr. Roach said 
he looks for a tremendous ef- 
fort to make more tv time “us- 
able.” This will be in the form 
of merchandising daylight and 
late evening programs, he said. 

Acceptance of the magazine 
concept is also in the cards, in 
his opinion. This can mean 
longer programs, sponsorship 
on an in.and out basis, according 
to the advertiser’s needs and 
objectives, and payment based 
on actual audiences as deter- 
mined by a rating service. 

Mr. Roach asserted there is 
not enough thinking in terms 
of the “uniqueness” of tv pro- 
grams. Too often, he said, there 
is the tendency to consider 
Broadway shows and the like 
as the “ultimate.” 


® This, he indicated, is prob- 
ably the wrong standard. Few 
Broadway plays appea! to the 
masses, he said, and not many 
successful Broadway plays be- 
come motion picture box office 
hits. . 
On the subject of talent, Mr. 
Roach takes the position that 
“old names” have been built 
too high. As evidence he point- 
ed to both tv and motion pic- 
ture stars as being much older 
than the 30 and under group. 
New and younger faces should 
be developed for this group, he 
said. 
Taking note of the fact 
advertisers want known top 
rated shows and performers, he 


said some means must be found | 


to develop fresh talent. 


Pharma-Craft Corp., Chicago, 
(J. Walter Thompson Co.) 
started “Beat the 
Clock” June 23 at 7:30 p.m., 
EDT for 13 weeks on CBS-TV. 
Sylvania Electric Products, 
long-time backer of the audi- 
ence participation show, has 
bought a new series called 
“Buccaneer” to fill this time pe- 
riod in the fall. 


Cleveland Sales Execs Elect 

Dolph Jansen Jr., vp of Fuller & 
Smith & Ross, has been elected 
president of the Sales Executives 
Club of Cleveland. Other new of- 
ficers include Fred S. Nicklas, 
branch manager, International 
Business Machines Corp., and 
Robert E. Preston, manager, con- 
sumer sales, Standard Oil Co. 
(Ohio), vps, and Gerry W. Hawes 
Jr., district sales manager, Ameri- 
can Airlines, treasurer. 


Raytheon Boosts Ecker 

J. Leonard Ecker, with Ray- 
theon Mfg. Co., Waltham, Mass., 
since August, 1955, has been 
named manager of marketing re- 
search for the company’s equip- 
ment marketing department. 


Steese, Keiner in Radio Unit 

Edward Petry & Co., New York, 
station representative, has named 
William B. Maillefert, who has | 
been radio sales manager for Petry | 
since July, 1954, vp and general 
manager of radio. Creation of Mr. 
Maillefert’s new post is the start | 
of an over-all expansion for 
Petry’s radio department. 

Petry also has named William H. 
Steese, who has been with the 
company six years, manager of 
promotion, research and sales de- 
velopment of the radio division 
and Jack Keiner, formerly in the 
promotion department, director of 
advertising and sales presentations 


Petry Advances Mailletert, | 


for the radio sales promotion de-' 


partment. 
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MARKET DATA 
NOW AVAILABLE 
Write for your free copy 


“Some eased 
El Paso Herald-Post 


. reac 
NATION S LARGEST TRADE TERRITORY 


TWO Separate Newspapers « 30° Line ‘BUYS BOTH! 


The way they spend money in Washington these days is 


a sight to behold. Washingtonians are buying and retailers 
are selling at a rate unmatched in the Capital’s history. 


In the last five years, metropolitan Washington's annual 
retail sales have increased by more than half a billion 
dollars . . . an increase bigger than the total retail sales of 
Richmond, Salt Lake City or Charlotte today. Last year 
alone, Washington retailers’ sales were $177 million greater 
than for the previous year! 


Advertisers are wide awake to Washington's buying boom 


WRCaoWRC-TV....:: 1 3) SPOT SALES 


BB conse STATIONS IN WASHINGTON, D.C. 


Ps nea 


os 


IN RETAIL SALES © 


and equally alert in the selection of media that sell best . . . 
WRC and WRC-TV, Washington's leadership stations. 
In five years, local and spot advertisers have increased 
their total billings 55% on WRC and tripled their billings 
on WRC-TV. The trend continues. This year, adver- 
tisers have increased their first-quarter investment on both 
WRC and WRC-TV substantially over last year! 


To bag the biggest sales in the great and growing Wash- 
ington market, more and more advertisers are going with 
the biggest guns in Washington’s selling boom .. . 
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“High on Our List As a 


Must Market Is Battle Creek” 
i Bob DeWitt, R. M. DeWitt Co. 
Food Brokers, Grand Rapids 


“When formulating Michigan sales and advertising plans for our products, 
we have many things to consider. Not the least is the selection of markets 
for these programs. High on our list as a must market is Battle Creek. Mil- 
lions of dollars are spent for food each year in this growing area. We just 
can’t afford to overlook Battle Creek when advertising recommendations 
are made.” 


SELL This $40,000,000 Food Market with Advertising in the 


‘Member of Federated Pibdieitions 


Céreal Food . 


8 . REPRESENTED NATIONALLY BY 
. Capital of the World 


SAW VER-FERGUSON-WALKER COMPANY 


Meredith Opens West Coast 
Sales Offices, Adds Staff 

Meredith Publishing Co., Des 
Moines, Ia., has opened its own 
advertising sales offices in Los An- 
geles and San Francisco for its 
publications Better Homes & Gar- 
dens and Successful Farming. Both 
magazines have been represented 
by Blanchard-Nichols in the west- 
ern states. 

Marsh Holmes, formerly Cleve- 
land branch manager, will repre- 
sent BH&G in Los Angeles; Lew 


Nichols, has been appointed man- 
ager of the San Francisco office 
and will represent BH&G; Harry 
Schneider, formerly of Meredith’s 
Detroit office, will represent Suc- 
cessful Farming in San Francisco. 
Ralph Doerr moves from Ohio to 
Detroit; Richard Reinhard, former- 
ly a field representative, has been 
named to the Chicago sales staff 
| for Successful Farming. 


Look out, Mars 


Oa 


Murray's Coming! 


For seven years Murray Cox’s Annual WFAA Farm 
Study Tour has taken hundreds of interested people on 
trips that range from Alaska to Bermuda, nag Canada 
to Cuba. 

Each year the tour is filled to capacity, and jvethiiteee 
it goes it is royally entertained by municipal officials and 
agricultural leaders. Though it hasn’t yet been to Mars, 
there’s no doubt Murray will get around to it, if he thinks 
there are any farmers up there. 

For Murray Cox is the dean of Texas radio farm direc- 
tors and his reputation extends far beyond his own state. 
His farm news on WFAA is among the Top Ten* programs 
popular with North Texans and what he says makes 
mighty important listening to them. 

If you sell anything farm families buy — and today that 
includes just about everything from airplanes to zippers — 
let Murray sell it to WFAA’s big* farm audience. Your 
Petry man can give you the details. 


50,000 ao W '- A A 5,000 WATTS 


DALLAS | 


NBC e ABC e TQN 
Edward Petry & Co., Inc., Representatives 


Advertising Age, July 2, 1956 


St. Louis Agency 


Helps Present TV 
Series on Marketing 


Sr. Louis, June 26—Frank Block 
Associates last week helped launch 
a tv series on marketing over 
KETC, the local education tv 
station. 

The series, known as “Creative 
Marketing,” is designed to study 
and analyze modern marketing and 
its effect on business and consum- 


Russell, formerly of Blanchard- pl 


Frank Block, managing partner 

of the agency, who serves as mod- 
erator of the series, explained that 
the purpose of “Creative Market- 
ing” is three fold: 
e “First,” he said, “the series 
should give consumers and the 
community a better understanding 
of business and the complexity of 
‘getting goods to people’ that 
should be beneficial to all. 


e “Secondly, the series will pro- 
vide a ‘refresher’ course in modern 
marketing methods for business 
men to apply to their businesses. 
Keeping pace with innovations in 
‘Creative Marketing’ is a compe- 
titive necessity and important to 
community prosperity. 


e “And thirdly, the series is a 
sample of the kind of varied serv- 
ices an educational television sta- 
tion can provide, not only for the 
community at large but for the 
business community in particular, 
and should demonstrate that such 
potential services deserve wide 
support and encouragement.” 
The first program opened with 
a showing of a segment of the new 
film released by the Assn. of Na- 
tional Advertisers and the Amer- 
ican Assn. of Advertising Agencies, 
“Challenge to America,” and was 
followed by a panel discussion on 


‘ «| the “marketing revolution.” 


ae 


*Whan Study, A: C. Nielsen, N.SA 


Subsequent programs will deal 
with design, research, pricing and 
servicing, advertising, public rela- 
tions, sales and promotion, distri- 
bution, economics, and a summary 
program on integrated marketing. ; 


Stran-Steel Awards Prizes 
in Quonset Farm Contest ‘ 
Stran-Steel Corp., Detroit, this 
month is awarding prizes totaling 
$3,500 to winners of its Bonus Har- 
vest contest. The contest was open 
to anyone owning a Quonset farm 
building by telling how his build- 
ing earned money or saved time 
and labor for him. The first three 
prizes were $1,000, $750 and $500, 
with five awards of $250 each. In 
addition, a dealer contest was held. 
The contest had two major pur- 
poses: to build up the advertising 
testimonial file at the lowest pos- 
sible cost, and tq provide story 
leads for future publication in the 
“Quonset Farmstead News,” a pub- 
lication for dealers. Publicity and 
promotion for the contest were 
handled by Stran-Steel’s agency, 
Campbell-Ewald Co., Detroit. 


Kalmbach Boosts Five 
Kalmbach Publishing Co., Mil- 


waukee, has named Hugh Steph- 
ens, formerly editor of Hobby 
Merchandiser, vp in charge of 
sales, and publisher of the maga- 
zine. Paul Larson succeeds Mr. 
Stephens. William Akin, art di- 
rector, has been named vp in 
charge of production and print- 
ing sales; Linn Westcott has been 
promoted to vp and publisher of 
Model Trains and Ships & the Sea, 
as well as manager of book pub- 
lishing, and James King has been 
named treasurer and comptroller. 


Changes Name 

Landsheft & Barber Inc., Buf- 
falo, has become Barber & Drul- 
lard Inc., effective July 1, with of- 
fices at the same address, 2009 
Liberty Bank Bldg. Henry L. Bar- 
ber is president; Edgar T. Drul- 
lard, vp. Both men have been with 
the former agency 20 years. 
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Another clue 
in the case 


- for LIFE 


am 


Some interesting evidence in the case of magazine merchandis- 
ing was recently reported by Audits and Surveys Company, Inc. 
It showed that LIFE is the favorite magazine of retailers... 
and “Advertised-in-LIFE” their favorite merchandising tool— 
by actual count of tie-in displays in the stores.* 

Here’s some new evidence. The /winning 1955 Brand Name 
Retailers featured LIFE over 7 times more than the next leading 
magazine (as shown in their /award-winning presentations). 


National Magazine Mentions by Retailers 


Brand Name Awards are given each year by the Brand Names 
Foundation on the basis of how retailers have promoted brand 
names throughout the year. Koes 

Retailers and advertisers know the great selling power of 
national magazine advertising, particularly when utilized to its 
utmost in newspaper ads and store displays. _ 

And for years, they have recognized LIFE as the great selling 
power among magazines. ; 


MEDIA SYMBOL IN ADVERTISING 


Who Won Brand Name Awards LIFE’s circulation is 
5,714,720 

gece stan eusmiten anaes ‘ TOTAL ABC Publishers’ Interim Statement, Jan.-Mar., 1956 
LIFE 918 1869 2787 « LIFE’s weekly audience is 
Saturday Evening Post 99 254 353 26,450,000 
McCall’s 148 56 204 A Study of Four Media 
Better Homes & Gardens 39 35 74 
Look 13 46 59 
Better Living 40 8 48 
Te : a 
Family Weekly - 33 33 
Bride’s - 28 28 r 
Vogue 13 12 25 
Good Housekeeping 7 17 24 
Seventeen 3 16 19 
Time 5 12 17 
Mademoiselle 3 13 16 THE MOST SIGNIFICANT 
American Home 7 8 15 


Source: Joseph A. O'Connor & Company. Figures do not include seals of approval. 


*We will be glad to send you a copy of “Magazines at the Point of Sele,” as reported 
by Audits and Surveys Company, Inc. 


& MERCHANDISING 
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Support for the Networks 


The Senate investigation of television networks, instigated with 
the Federal Communications Commission, instead of only indirectly 
as at presént, blew up last week. It appears, at pres ‘ at least, as 
though the investigation committee will recommend that no new legis- 
lation governing networks is needed. 

What seemed to surprise members of the Senate investigating com- 
mittee most was the long parade of station owners and affiliates who 
testified for, rather than against, the networks. Apparently the mem- 
bers of the committee and especially Sen. Bricker of Ohio, who 
‘originally sponsored the network “investigation,” were certain that 
there would be a long line of station personnel eager to testify to the 
perfidy of the networks. There was such a line, but the length of it 
was not impressive when compared with those who testified that net- 
works were by no means an unmixed evil. 

The fact is that everyone knows the network idea has been an ex- 
tremely important factor in the development of American broad- 
casting, and it cannot be lightly changed or discarded, because it 
‘would: immediately require replacing with something else. And no 
one yet has discovered just what else could take the place of net- 
works and do a decent job of it. 

This is not to say that all truth, virtue and justice are on the side 
of the networks. They have done some stupid things, and certainly 
they have been guilty of selfish actions which they hoped would help 
them gain an advantage over competitors. But these are the same 
sort of statements that can be made about most commercial enter- 
prises in most fields. They are unique neither to broadcasting nor to 
broadcasting networks. 

Of course, network agreements and contracts with affiliates limit 
the affiliates’ freedom of action substantially, but this is the very es- 
sence of a network operation, and any attempt to run a network 
without some mandatory system of clearing time simultaneously is 
almost foredoomed to failure—if an instantaneous network is in- 
volved. 

Anyhow, we're kind of glad to see the senators learn that not all 
station owners are “network slaves,” or feel put upon. We’re glad, 
too, to have any additional regulation of the broadcast industry 
staved off. No doubt the networks don’t always do everything right, 
but we suspect the FCC has made an occasional mistake, too. ~ 


Customers? Pay No Attention 


Not too long ago a friend of ours who happens to be a publishers’ 
representative sent us a file of correspondence with a company in 
the East which sells advertising novelties. 

It seems that one of his publishers, grateful for something the 
representative had done beyond the call of the usual commission, 
sent him a very beautiful gold inscribed leather date book. It was 
mailed directly by the manufacturer, and when it arrived the ring 
binder holding the pages together was broken in three places, and 
there was some duplication of pages and dates. 

Our friend thanked his publisher for his thoughtfulness and wrote 
the producer of the book about the broken binding and the dupli- 
cated pages. In return he got a three-paragraph letter. The first para- 
graph recounted his letter about a binder and date book “which you 
state were damaged in the shipping.” The remaining two paragraphs 
read, in full: 

“We are sorry to advise that we are unable to replace same. 

“You surely cannot expect us to be responsible for this condition 
and advise you not to return these articles to us.” 

Now, this is a silly incident, and hardly worth the recounting. Ex- 
cept that embarrassingly similar correspondence almost invariably 
comes to light whenever a responsible person looks over the mail 
going to customers and others. In every organization, there always 
seems to be at least one person who hates to be bothered by custom- 
ers, and never hesitates to let them know it. 


—Fred Tamke Jr., Tatham-Laird Inc., Chicago. 


“When he called the reception desk and said, ‘I don’t know any Mr. 
Johnson, who is he with?’ all I said was, ‘Nobody. He’s all by him- 
self.’” 


What They're Saying 


Controversy in a Coffee Cup [ques the lowest steel prices in the 
There’s trouble perking over the €nd—a plentiful supply of the 
traditional office habit of the cof-| Commodity or a critical shortage 
fee break. Four out of five com-/0f it? 
panies now grant it (some are re-| Our friends, the farmers, should 
quired to by union contract). Most | be able to give us the answer to 
telling arguments in favor of it are | that one. 
that it breaks up work routine, re-| But when we talk of inflation, 
freshes the worker and zips up| there are other conflicting respon- 
morale. Arguments against stress | Sibilities to be reckoned with, also. 
that it takes up too much time and|For while labor friends who are 
that employes make too much out|here today may differ, many in- 
of it. One estimate is that, in the |foFmed people in this country be- 
course of a year, the equivalent of|lieve that continually larger an- 
two weeks’ working time is con-|nual rounds of wage increases have 
sumed ‘hy the coffee break. Is the | become a major cause of inflation. 


opposition likely to cause a re- aa M. Leys chairman, U.S. 
tee] Corp., at the annual stockholders 
versal of the | gronbgedig. =o | meeting in Hoboken, N.J. 


—Horizons, Caldwell, 
Larkin & Sidener-Van Riper Inc., In- 
dianapolis. Few Benders 


.--Some pr firms think that if 
you can first-name an editor, make 
the rounds periodically and re- 
fresh friendships, that you will be 
particularly helpful when a tick- 
lish situation may come up that 
involves a client. We have news. 
The number of newspaper men 
who put their loyalty to their 
newspapers above outside consid- 
erations of gifts or friendly drinks 
far outweigh those who may bend 
a story or leave out choice items 
at the solicitation of a publicity 
man... 


—Editorial in “Publicity Record,” 
New York, June 11. 


Tough Life 

It’s tough to be conservative 
about the future when the money’s 
rolling in—and tough, to be pro- 
gressive when the golden shower 
slackens ... 


Give and Get 

I believe the booming U. S. econ- 
omy is likely to go right on boom- 
ing, give or take a slack period 
here and there, now and then. 
But I also believe in insurance. 
The surest job-insurance comes 
in job-mastery. The surest way to 
promotion and pay lies in giving 
all you’ve got. The man no com- 
pany can afford to lose is the one 
who’s always doing something 


extra. 

—Paul Miller, executive vp, Gannett 
Newspapers, at Clarkson College, 
Potedam, N. Y., where he received an 
honorary Doctor of Science degree. 


What Price, Enough Steel? 
Inflation is not in the public 
interest. But an ample steel supply 
is. Where, then, does our re- 
sponsibility lie? 

And as a corollary of this ques- 
tion, I would pose you another: 


Which condition is likely to pro- atte, Jordan's column im “Automo- 


Advertising Age, July 2, 1956 


Rough Proofs 


John Gillis says companies which 
haven’t kept pace with technologi- 
cal progress are gone. 

Even Coca-Cola had to come out 
with some new bottle sizes. 


A New York court has ruled 
that a Buffalo tv retailer can’t 
call his business “Ed Sullivan,” 
even though that’s his name. 

Maybe he could get by as “Smil- 
ing Ed” Sullivan. 


Schlitz is the No. 1 beer, based 
on 1955 sales, reports the world’s 
greatest advertising journal. 

And it may keep right on in that 
spot, now that Arthur Godfrey is 
urging all and aoe to “buy a 
bunch of Schlitz: 


Clyde Beatty, going into volun- 
tary bankruptcy, says tv has put 
the kibosh on circuses. 

And unlike the movies, not even 
the peanut and popcorn concession 
could save them. © 


Boys who reached their 17th 
birthday the week of April 22 
were presented with about 2,500 
Schicks. 

The little shavers of yesterday 
are the electric razor prospects of 
today. 

* 

Critic knifes admen, agencies, 
says a headline reporting a former 
editor’s recent article in the Na- 
tion. 

Biting the hand that fed you 
makes great expose literature. 


© 
Foote, Cone & Belding has al- 


ready appointed two account ex- 


ecutives for that new Ford car. 

The agency’s getting ready to 
plant the flag in a brand-new ter- 
ritory. 


If admen are going to have to 
answer charges of masochistic ten- 
dencies, they will need to devote 
more time to acquiring the jargon 
of the psychiatry business. 


What started out as a com- 
mercial project to promote Kim- 
berly-Clark rotcogravure paper, AA 
notes, turned into pure research on 
Sunday newspaper reading pat- 
terns. 


“It you can be of some help to 
us now,” says a publisher looking 
for a man, “we'll settle for much 
less than the ideal person.” — 

But what applicant is willing to 
admit that he would be less than 
ideal for the job? 


Sol Polk, who used to be de- 
nounced as a discount house oper- 
ator, is now interviewed exten- 
sively to emphasize the kind of 
sales job that needs to be done in 
appliances, furniture and home 
furnishings. 


The first-place tenure of the 
Pittsburgh Pirates, last year’s 
cellar dwellers in the National 
League, was all too brief, but it 
was a lot of fun while it lasted. 


Copy Cus. 
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More advertisers 


- place more linage in . = 


THE INQUIRER 


—_— ee 


Advertising linage is the final measure 
of a newspaper's sales power 


~The Philadelphia Inquivee 


Constructively Serving Delaware Valley, U.S.A. 


—, 
Pa we 


Exclusive Advertising Representatives : West Coast Representatives : 


NEW YORK CHICAGO — DETROIT SAN FRANCISCO LOS ANGELES 
f ROBERT T. DEVLIN, JR. EDWARD J. LYNCH GEORGE S. Dix FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
342 Madison Ave. 20 N. Wacker Drive Penobscot Bidg. 155 Montgomery St. 3460 Wilshire Boulevard 


Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 
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Why “U.S. News & Woy 
such intensive read@ 


The news in “U.S.News & World Report” is urgent. It is 

TAN. oa timely. A-new issue comes out every seven days. 

y ae: : SS Yet, experience and research show that it enjoys 
4 


me Le KG especially thorough readership and an ever-in- 
Re VW. A LF fp creasing long life. Why is this so? 
(7 ~~ (4 It is because its news has use. 

Y sei je It is because its news is complete. 


“U.S.News & World Report” concentrates on the essential news, digs out and re- 
ports new developments in this essential news that important people in important 
jobs need, want and use. People holding responsible jobs must make their plans 
and decisions in the light of developments here and abroad that can affect those 
plans and decisions. They have found that ‘““U.S.News & World Report” supplies 
this news— much of it reported nowhere else— more of it than ~_ can find any- 


where else. 
In 1955, ““U.S.News & World Report” pub- [a SsRERIGE NEWS nISEINIERE 
ished more than 4,200 pages of news. This is “IN 1955 | gong? 
some 1,700 more than the number of news % 

pages published by any other news magazine. 


This is news that managerial people can use. 
This is news that managerial people do use. 


Current readership research by Benson & 
Benson, Inc., reported this year, confirms this 
point. It shows: 


| COVER-TO-COVER READERSHIP: In a 1956 study, a typical issue was 
divided into four equal parts. More than five out of six (85%) ““U.S.News & World 
Report” readers were found to have been interested in all four quarters of the 


magazine, front to back. 


NOW mor_E THAN 8OQOO,0OOO0O wet Paip cIRCULATION 


...@ market not duplicated by any other iaagazine in the field 
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'|d Report” enjoys 
4) Ship-such long Te 


LONG LIFE: Three out of four (73%) 


“U.S.News & World Report” subscribers [i 9s 00subscnbenmnomekupand (ead 
% a typical issue at least 3 times . 


, 
4 
; 
‘ 
FY 
: 
} 


pick up and read a typical issue at least 
three times. One out of three (32%) pick up 
: and read a typical issue at least five times. 
€ This long-life quality of ‘‘U.S.News & World 


Report” has been increasing steadily, year : % ot subscribers who pick up and read 
t after year. For instance, the findings report- Riad 8 pieatione Ste 2 epee 


ed this year are 22% and 52% higher, respec- 
tively, than those reported in similar 
research made seven years ago. 


As you’d expect, this kind of original and essential news, so useful to people of 
responsibility, attracts an audience highly concentrated among America’s high- 
income people of importance. Three out of four subscribers hold managerial jobs. 
They’re the people who spark the ideas and make the decisions in all phases and 
all levels of American business, industry, government and the professions. Incomes | 
average $14,744— highest of all news magazines. 


More and more companies know the growing importance of their advertising | 
coverage of these people to their own sales and growth plans. In the 5-year period 
1950 to 1955, they made “‘U.S.News & World Report” first among all eee in 


advertising page gains. 


Americas Class News Magazine 


An essential magazine 


Essential to more and more readers \ = 


Essential to more and more advertisers 


Advertising office, 30 Rockefeller Plaza, 

New York 20, N. Y. Other advertising offices in 
Boston, Philadelphia, Cleveland, Detroit, Chicago, 

St. Louis, San Francisco, Los Angeles and Washington. 
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A plant cant 
lift a pen! 


Look, Bill, you've got it all wrong if you think 
electronics is an enormous industry. Automation ain't 
. . TV would be twaddle . . . computers would be 
“capoof’ without the energy and engineering brains 
of men! 

IRE always remembers the man! In a technical 
industry, only the engineer has the knowledge to 
buy, manage, produce and sell. The Institute of Radio 
Engineers is a membership organization that devotes 
itself to the men who do lift a pen! 


To SELL the radio-electronic industry, TELL the 
radio engineers. Your ad tells them in the magazine 
40,000 of them own, read and write—"Proceedings 
of the IRE.” 


Engineers are Educated to 
specify and buy 


INSTITUTE OF RADIO ENGINEERS 


| Proceedings of the [RE 


Advertising Department 
1475 Broadway, New York 36, N. Y. 


‘Garden Grove News’ Goes 
Daily: Names Western Dailies 

The News, Garden Grove, Cal., 
has appointed Western Dailies its 
national representative, effective 
July 1. Purchased two years ago 
by the Vancouver Sun in British 
Columbia, the News has been pub- 
lished semi-weekly, but July 1 
became a daily. 

Publisher A. M. Tierney said 
the “dramatic population increase 
in Garden Grove since 1954 has 
easily justified the decision to en- 
ter the daily field.” 


Cole Named Sales VP 

John Joseph Cole, formerly 
western sales manager, has been 
appointed vp in charge of sales of 
Guild Films, New York. Also, two 
more sales executives have 
added to the Guild staff. They are 
Marvin Grieve, formerly vp in 
charge of sales of Television Li- 
brary, and Gerald Liddiard, for- 
merly a sales executive of the 
Don Lee Network. 


Publication Names Cash 

Florida Speaks Corp., St. Pe- 
tersburg, has appointed William E. 
Cash advertising promotion and 
public relations manager of Sun- 
rise Magazine of Southern Living. 
Mr. Cash formerly was advertis- 
ing manager of the glass and clos- 
ure division, Armstrong Cork Co. 
and assistant ad manager of Edu- 
cators Mutual Insurance Co., both 
of Lancaster, Pa. 


Two More Take ‘Parade’ 
Parade will be distributed by the 
Yakima Herald beginning Aug. 19 
and by the Binghamton Press 
pt. 9. The supplement will then 
be distributed by 54 newspapers. 


YOU MIGHT GET A PERFECT BRIDGE HAND*— 
BUT .. . You NEED WKZO RADIO 


&COUNTY PULSE REPORT 
KALAMAZOO-BATTLE CREEK AREA—MARCH, 1955 
SHARE OF AUDIENCE MONDAY—FRIDAY 


41% 


rmidnigh 


35% 


For really grand-s 


watt voice of WKZO—CBS Radio for Kalamazoo-Battle 

and Greater Western Michigan. 

Pulse figures, left, tell the story. WKZO leads in all 72 quarter 
- 1c listeners 


hours—actually gets more than T 
neat station 79% of the time! 


TO MAKE YOUR BID 
IN KALAMAZOO-BATTLE CREEK 
AND GREATER WESTERN MICHIGAN! 


lam results in Western Michigan, use the 5000- 


Creek. 


ICE as many as the 


Avery-Knodel can give you all the facts. 


estern 
Avery-Knodel, Inc., Exclusive National 
* The mathematical odds against it, however, are 635,013,559,600 to 1! 


Advertising Age, July 2, 1956 


Getting Personal 


Jack Ley, president of Ley & Sinclair, San Francisco, has been in 
Hawaii attending the Pacific Area hotel seminar at Waikiki Beach. 
He was accompanied by Sam Mercer, director of the Pacific Area 


INITIAL AWARD—Bert C. Goss 
(right), president of Hill & Knowl- 
ton, New York, receives the first 
annual achievement award of the 
Alumni Assn. of New York Uni- 
versity’s graduate school of busi- 
ness administration. Making the 
presentation is Thurber H. Bierce, 


Travel Assn., for which the 
San Francisco agency hap- 
dles advertising. .. 

John Hoefer, president of 
Hoefer, Dieterich & Brown, 
San Francisco, has been ap- 
pointed commanding of- 
ficer of Naval Surface Bri- 
gade 12-2 at Treasurs 
Island’s U.S. Naval and Ma- 
rine Corps Reserve training 
center. The brigade includes 
three surface battalions, 
each with three surface divi 
sions with an authorized 
strength of 209 men each... 

Moe Medearis, account ex- 
ecutive of Frank Block As- 
sociates, St. Louis, has his 
chest puffed out in true 
“proud father” style these 
days. His son, Jerry, has 
been awarded a partial 
scholarship at Harvard Uni- 
versity and was accepted 
also for Yale. . . 

R. Fullerton Place, pr di- 
rector of the United Fund of 
Greater St. Louis, was among 
Drake University alumni re- 
ceiving distinguished service 
awards during the Des 


Newsweek treasurer and president Moines school’s recent 75th 
of the association. anniversary ceremonies... 

Duncan Scott, of the Dun- 

can A. Scott Co., San Francisco, has been elected the new 1956-57 

president of the Northern California chapter of Alpha Delta Sigma, 

national advertising fraternity. Other new officers are:, vice-presi- 


‘dent, Morton McDonald, McDonald-Thompson Co.; secretary, Wil- 


liam Majors, Majors & Maddock Inc., and treasurer, Charles Har- 
rison, San Francisco Examiner. .. 

Dick Sinclair has returned to the promotion department of WKZO 
Radio & TV, Kalamazoo, Mich., after a two-year hitch at Ft. Lewis, 
Washington. During his stint in the Army, Dick drew a weekly 
comic feature of the Army’s publication Army Times. This strip 
was called “Sgt. Smedley.” . . 

The stork has visited the home of Fred Birnbaum, radio pro- 
motion director of WCAU-Radio, Philadelphia, bringing a baby boy. 
... Charles Gindhardt, of WCAU-TV’s new film department, is also 
the proud father of a new son... 


ANNIVERSARY CAKE—Cutting the cake which served as the dessert for 

the 40th anniversary celebration of Foote, Cone & Belding in Los 

Angeles, is Mayor Poulson of Los Angeles, with Don Belding look- 

ing on. In the background are Roy Campbell, executive vp of the 

western division, left, and Robert Crane, first Los Angeles manager 
of the agency. 


School’s out for Sid Bernstein, AA’s editor, who was among the 
66 Chicago business leaders who completed the University of Chi- 
cago’s 12th executive program June 6 and received a certificate 
at ceremonies in Leon Mandel Hall. He’ll be awarded a master of 
business administration degree in August.. 

Clarke J. Trudeau, of Beaumont & Hohman, was elected com- 
mander of Chicago Post 170, American Legion, at the annual meet- 
ing June 25. The post voted to establish the Ernest M. Roscher 
memorial golf trophy in honor of the late Chicago manager of the 
St. Louis Post-Dispatch. 

Sir Peter Norton-Griffiths and Lady Norton-Griffiths of Brussels, 
Belgium, have announced the engagement of their daughter, Anne 
Norton-Griffiths, to Richard Hathaway Morgan, who is with the 
Paris office of J. Walter Thompson Co. . 

Mr. and Mrs. Andrew Goodman have announced the engagement 
of their daughter, Vivien, to Henry L. Mallory, who is with Ted 
Bates & Co., New York. The prospective bride’s father is president 
of Bergdorf Goodman, Fifth Ave. specialty shop. Mr. Mallory’s 
father is general counsel of the Hughes Printing Corp. . . 
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Disciple of Dissatisfaction 


ae J. MURPHY has what he calls a case of “galloping dissatisfac- 
tion.” Furthermore, he recommends that all present-day business manage- 
ment should acquire the same affliction. 

Matt Murphy is Editor of McGraw-Hill’s Factory Management and Main- 
tenance. He has positive ideas on how business should be improved, and he - 
is highly vocal about them. Here’s what he says about Factory and its 
philosophy: 

“You can’t be a historian. You must provide ip or you’re through. 
Just reporting won’t do—you must pave the way to make better things 
happen. Galloping dissatisfaction is the keynote of successful executive 
management—and it’s vital to Factory’s philosophy.” 

Usually thoughtful and soft-spoken, Matt becomes intense in describing 
his work: ' 

“You're trying to create an action atmosphere, to get people to get things 
done. People are crucial. You have to select editors who match Factory’s 
readers. We produce a product, too, you know.” 

Matt has plenty of practical experience to back up his beliefs. He has had 
heavy industrial experience in the fields of management, personnel, and re- 
search. He has also served as a consultant to manufacturing organizations. 


- 


He has written two books: “Bargaining with Organized Labor,” and ‘Job 
Evaluation and Employee Rating.’”’ Since 1948 he has been on the staff 
of Factory. 

Still vitally interested in people individually and in the mass, Matt spends 
a lot of time working with engineering and management societies. He is 
General Chairman of the 11th Annual Management Engineering Conference 
sponsored by the American Society of Mechanical Engineers and The Society 
for Advancement of Management. He is also Vice President, Materials 
Handling Division of the Society for Advancement of Management, and on 
the Program Committee of the Silver Bay Conference on Human Relations 
in Industry. While this list doesn’t exhaust the extra-curricular functions of 
Matt Murphy, it does indicate their breadth and scope. It also gives a slight 
indication of his galloping dissatisfaction with how things are done and his 
constant concern that they be done better. 

McGraw-Hill editors are all different. But they share many things in’ 
common; perhaps most important is their continuing belief that things and 
people and processes can be improved. They are dedicated to communicating 
these concepts in practical form to all business and industry. Their publica- 
tions provide a respected and authoritative background for your advertising. 


McGraw-Hill 


| PUBLISHING COMPANY: INCORPORATED 


@ 330 WEST 42nd STREET, NEW YORK 36,N.Y. p> 


of ‘ 
More than a million men in business and industry pay to read McGraw-Hill business publications 
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HARRY C. ISAACS, Vice-President 
B.V.D. Company, says: 


“B.V.D. first used Outdoor Advertising fifty years ago. 
Because men wear ‘B.V.D.’ brand underwear the year 
around, we use Outdoor Advertising the year around. In 

that way our message is before our market 365 days 2 es 
year. Our market is made up of our ultimate consumer | 

and our dealers. Outdoor Advertising, with its never- 
ending repetition, helps us to sell both groups.” : . 


vos ee oes 


& SUSTAINED SALES POWER—Outdoor Advertising never retires from the scene. It 

gives you uninterrupted coverage of your market . . . day and night. It gives you fullest 

coverage, too. T.A.B.* studies show that 93% of people see OUTDOOR. It gives you S 
intensive repetition . . . average person sees it 22 times per month. If you want a high 2. 
sales return... the whole year through . .. OUTDOOR is the medium for you. : x 


*Traffic Audit Bureau ; 
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OUTDOOR ADVERTISING INCORPORATED 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 
y 60 EAST 42nd STREET, NEW YORK 17, N. Y. 

ATLANTA © BOSTON © CHICAGO « DETROIT « HOUSTON * LOS ANGELES 

PHILADELPHIA © ST. LOUIS « SAN FRANCISCO © SEATTLE 
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slightly, and the objections were;the chief accounts offering Gold each week and reached 900,000 en- 


22 
Gold Bell, IGA Report Stamps Ar e dropped. | Bell stamps. tries the last week. 
“I believe this is the most suc-| However, there are another 2,-| Giving away the prizes wasn’t 


cessful contest ever held on a/|200 smaller merchants throughout always easy for Mrs. Helene 


Gaining in Detroit, Ottawa Markets — basis,” declared Mr. wa be si stamps out er re charge of that part of 


: 1 ty We uired $150,000 in| Occasion for the contest wasGold| One winner of an automobile 
Detroit, June 26—No matter | items as a $5,500 mink coat, a Linz+postage enix to bring the entries. | Bell’s first birthday anniversary. | asked bluntly what the deuce he'd 

how much anti-trading starmpers|coln Capri, a two-week vacatio “The companies and stores of-| Copy for the ads and media pur-' do with a third car. 

may fume about the burgeoning|Florida for two—plus numerous | fering Gold Bell Gift stamps were | chase was in the hands of Mr. Si-| ; 

retailing gimmick as “poor busi-| smaller items. highly excited and pleased with mons and his ~agency’s Dick) = A woman when told that a new 

ness, pro-trading stampers are| When the campaign first got un-/| the results.” Hughes. refrigerator would be installed for 

able to point to two more exam-j|der way it encountered a bit of In addition to Gold Bell contest| her asked who would remove the 

ples of plans that appear to be/|legal trouble because Wayne Coun-|# Wrigley’s Super Market chain of ads, Wrigley and Speedway also|old one and put it in storage. 

working. One of the success stories|ty Prosecutor Gerald K. O’Brien/92 stores and the 700 gasoline sta- had insertions in connection with! Another woman who won a two- 

is here in Detroit, the other is on | said it hadn’t met all requirements. | tions offering Speedway Petroleum | | week all paid trip to Florida asked 


| the campaign. 
the other side of the international} Mr. Simons altered the rules|Corp.’s Speedway 79 gasoline are| Interest in the contest mounted why they expected her to take it. 


border, in Canada. 

In Detroit gift stamps are a big 
business. 

But Gold Bell Gift Stamps Inc. 
didn’t realize just how big until it 
ran its 10-week contest recently. 

Prepared to handle “upwards of 
a million entries” the campaign 
managers were swamped with 4,- 
794,814 entries. 

Leonard N. Simons, of Simons- 
Michelson Co., ad agency which 
put on the contest, said, “We just 
never realized what business build- 
ers these stamps are.” 

Slightly more than $250,000 was 
spent in advertising the contest and 
another $250,000 in merchandise 
was given away to the winners. 


® Divided into 10 separate weekly 
contests, the campaign was state- 
wide and all media in Michigan 
shared in the business. The bulk, 
of course, went to the Detroit 
newspapers, which ran weekly ads, 
ranging from 100” to 12 columns 
and at least one a week in color. 
Top prizes each week were such 
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and energy. The 556-page 
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year trial includesmonthly 
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INDUSTRIAL MARKETING 
200 E. ilinois St., Chicago 11 
Enter my year’s trial for $3. 
My money back any time I'm 
not satisfied. 
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Advertising Age, July 2, 1956 


“Don't you know my husband has 
an artificial leg?” she moaned. 
Then there was the woman who 
was indignant because she had 
won a $250 man’s wrist watch. 


® The Canadian trading stamp 
success story comes from Inde- 
pendent Grocers’ Alliance, which 
has been issuing trading stamps 
through its 95 stores in the Ottawa 
area since mid-May. It reports the 
system is more than paying its 
way. 

To break even, the plan had to 
boost sales 13%, IGA explained. 


increases of 39.5, 61, 48 and 75% 
were scored in successive follow- 
ing weeks. 


= Fluctuation in the gains reflect- 
ed civil service pay weeks, IGA 
said. The 75% rise in the most re- 
cent week resulted from a com- 
bined pay week and special bar- 
gain offers. 

IGA admits the trading stamp 
plan isn’t an established success 
yet, and won’t be until rival chains 
start the plan. But it has reduced 
door-to-door sales of bread and 
milk in the Ottawa area, the chain 


First-week sales gained 48% and says. 


In ‘55, Average 
Family Income After 
Tax Neared $5,000 


” 


taxes increased $180, to $5,520. 
Average income after takes was 
up $120, to $4,980. 

The study, in the June issue of 
the department’s “Survey of Cur- 
rent Business,” reports that 45% of 


WasHINGTon, June 26—Average the 52,000,000 families had incomes 
income for 52,000,000 U.S. families | before taxes in excess of $5,000, 
after taxes was just short of the including 8% with incomes over 
$5,000 mark in 1955, according to $10,000. The term “family” refers 
a study of income distribution just to unattached individuals, as well 
released by the Department of as multi-person families. 


Commerce. 


Of a total $288 billion family in- 


After declining slightly between come before taxes, $204 billion 
1953 and 1954, individual incomes | went to the 45% with incomes in 
soared upward with the '55 boum. excess of $5,000. Within this group, 
Average income per family before $75 billion went to the 8% with 


~ million dollar census ? 


Our million dollar investment in the Penton 
Continuing Census is paying you big dividends. 


How? This is a Continuing Census. For 16 
years it has been combing the market daily for 
new plants. It is continuously catching the 
changes—checking on personnel turnover, 
product diversification and plant expansion 
throughout this changing market. 


All of this gathering of information doesn’t 
help you one iota. It’s the way we use it 
that counts. 


You may assume your basic benefit from this 
million dollar census operation is the market 
research information you get—but that’s no/?\ 
it. Important and helpful as such data is to 
so many of our advertisers—that’s only a- 
by-product of our census. 


What is the basic benefit you get from Penton’s 
Continuing Census? It is constantly effective 
coverage of your markets. We're using our 
up-to-the-minute census findings constantly 
to be sure we're reaching the right men in 
the right plants. 


That’s what you want. That’s what you get 
from each Penton publication to make your 
advertising more effective. 


wP EN TOM 


Publishing Company 


PENTON BUILDING ¢ CLEVELAND 13, OHIO 


incomes in excess of $10,000. 


s In terms of 1955 dollars, aver- 
age income before taxes has in- 
creased from $3,760 in 1929 to 
$5,520 in 1955. After taxes, aver- 
age income increased from $3,730 
to $4,980. At the same time the 
number of families increased from 
36,100,000 to 52,200,000. 


‘Good House’ Names Navin 

Robert F. Navin, formerly De- 
troit manager of Good Housekeep- 
ing, has been named western 
manager, with offices in Chicago. 
Coan H. Adams continues as Chi- 
cago manager of the magazine. 
Mr. Navin’s successor in Detroit 
has not yet been named. 


Burt Rejoins Mathes Inc. 

John Burt has rejoined the pub- 
lic relations department of J. M. 
Mathes Inc., New York. During the 
past six years, Mr. Burt was a pub- 
lic relations officer at the Brook- 
haven National Laboratory, Upton, 
N.Y. 


The tourist business |s BIG 
business in Oregon — 
almost a quarter of a bil- 
lion dollars in 1955. Let 
the “Big 5" deejays 
reach these people with 
your sales message over 
BIG 50,000-WATT KEX. 


THE BOB ADKINS SHOW 
7:00 p.m, to 12:00 midnight 
Monday through Saturday 


Remember...radio is a con- 
stant companion of the tour- 
ist—his main source of enter- 
tainment, news and weather, | 


LET POWERFUL 
50,000 WATT KEX 
SELL FOR YOU! 


Cali Bob Rudolph, KEX Sales Mon- 
oger, CApitel 2-1881; A. W. ‘‘Bink’* 
Dannenbaum, WEC Genera! Sales 
Menager, MUrray Hill 7-0808, New 
* York; or your nearest Peters, Griffin, 
Woodwerd, inc., office. 
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Advertising 


HuNT Foons, INC- 


pont LamBeRT 5-955! 


ComMMONWEALTH AVENUE * Frizerton, CALIFORNTS + TELer 
i 


1747 Wrst 


April 25, 


HANS ERLANGER 
vice PRcsiOENt 


ano 
GENERAL saces manager 


Mr. Edwin Cc. Kennedy . 
Vice President of Advertising 
i a 


‘g The American Weekly 
63 Vesey Street 


et ey 


q : New York City 7, New York 
a Dear Mr. Kennedy: 
a decided that we were to have 4 full-color ad 
ek in 1956, 1 will admit I did not 
d gro- 


weekly every We 
t this campaign would have on consumers an 


es and movement of Hunt's 
t in our 


; q in The American 
k realize the impac 


cers. 


Since the first 
roducts have been outstandin 
And because Lam sure that The American Weekly 
Wy schedule has contributed to this excellent sales picture, my associates 
ey ‘in the Advertising Department suggested that I share this information 
° 4 


with you.--- firsthand. 
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development is 
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additional Hunt products not previ 
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Sales results based on spectacular 
use of The American Weekly 


The phenomenal sales achievements detailed in Mr. 
Erlanger’s letter stem directly from Hunt’s 1956 ad- 
vertising program — a campaign in which the power 


of The AmericaAN WEEKLY is demonstrating itself 


spectacularly. 


¥ 


“Sales and movement of Hunt’s 
tomato products—outstanding.” 


Since the first of the year, Hunt has been enjoying the 
best sales in its histog¥. In this period, Hunt’s 52-time 
color campaign through The AMERICAN WEEKLY has 
been pounding away in the vital Blue Ground of Sales 
where 7 out of every 10 super market dollars are spent. 


Retailers have “taken on a number 


‘ of additional Hunt produc 


Seeing the sharply accelerated movement of Hunt mer- 
chandise, as a result of this advertising, food retailers 
are stocking Hunt products not previously carried and 
have tied in with strong local promotions. 


You, too, can shape sank advertising strategy 
around the one magazine with positive proof 
of its capacity to generate buying enthusiasm 
among consumers, sales enthusiasm among re- 
tailers and brokers. Phone or write us for full 
information about the Blue Ground jof Sales — 
and how best to penetrate it. 
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Salazar Joins Dan Miner 

Frank Salazar, formerly with J. 
Walter Thompson Co., New York, 
has joined Dan B. Miner Co., .Los 
Angeles, as associate director. He 
also has been with Raymond 
Loewy Associates in New York. 
‘The dgency has also promoted 
John Whyte to associate art direc- 
tor. 


Hydraulic Research Appoints 
Hydraulic Research & Mfg. Co., 
Burbank, Cal., has named Boyl- 
hart, Lovett & Dean, Los Angeles, 
to direct its advertising and public 
relations. The company, a subsid- 
iary of Bell Aircraft Co., Buffalo, 
manufactures hydraulic control 
valves for aircraft and missiles. 
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Business Paper Success Story... 


Perkin-Elmer Bunched Industrial 
Ads to ‘Patent’ Its Vapor Fractometer 


NorRWALK, Conn., June 26—This 
is a story about fast base-running 
in the field of chromatography, 
and how business papers helped a 
company—Perkin-Elmer Corp.— 
maintain leadership in a field 
where patents can't be applied. 

Chromatography, in use since 
1906, consists of qualitative and 
quantitative analysis of materials 
boiling up to 250° centigrade. It 
supplements the mass  spectro- 
meter or infrared in routine lab- 
oratory and research work. 

Because few patents restrict the 
use of vapor-phase chromato- 
graphic apparatus (either in basic 
principle or working instrument 
components), it was clear that 
when Perkin-Elmer put its in- 
strument, called the P-E Vapor 
Fractometer, on the market in 
May '55, it would be sure to have 
competition. It did—several others 
hit the market promptly. 

G. M. Basford Co. was appointed 
to handle the Perkin-Elmer ac- 
count a year ago, and to get set 
for the competitive era the com- 
pany expected to find itself in. 
Fred Messner, who is Basford’s 
account executive, sums up the 
problem this way: 


@ “We had the choice 
regular business pa 
spacing out the ads on the new 
instrument over the fiscal year, or 
bunch our ads in the first few 
months following the introduction 
of the Vapor Fractometer to get 
the story across in advance of 
what the company knew to be 
rapidly-developing competition.” 
The company elected to bunch 
its ads, and a vigorous introduc- 
tory campaign gave Perkin-Elmer 
a lead which it appears to be re- 
taining. In the first six months, 
about 2,200 direct inquiries result- 
ed from a combination of business 
paper advertising, publicity and 
direct mail. The inquiries were 
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SAW IN BRIDE'S MAGAZINE. 
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FIRST IN THIS MARKET 
OF HEAVY SPENDERS 


high-grade; they came from chief 
chemists and research directors— 
in other words, people in a position 
to buy or specify a $1,375 machine. 

The copy is highly technical 
(sample caption: “To find mole % 
concentration of a component, an- 
alyst simply integrates area under 
peak by multiplying peak height 
(a) times half-band width (b)”), 
and it is handled by a team of 


technically-trained men in the. 


agency. Mr. Messner is a chemical 
engineer; the account supervisor 
formerly edited a -hemical maga- 
zine. The copy chief and copy- 
writer on the account are also 
chemical engineers. 


® While the copy is technical in 
character, it beats heavily on the 
speed and simplicity of analysis by 
using the P-E Vapor Fractometer, 
concluding with a tag line— 
“There is no faster, no simpler, 
no more inexpensive method in 
existence today.” 

Perkin-Elmer’s director of mar- 
keting is Paul A. Wilks, and 
Charles T. Miller is the advertising 
manager. The company has been 
making instruments for chemical 
analysis for years, but most of its 
instruments were based on in- 
frared techniques, and the Vapor 
Fractometer was developed from 
the background and experience 
gained by the company in previous 
research. 


Among the business papers used 
in the campaign are the following: 
Analytical Chemistry, Applied 
Spectroscopy, Chemical Engineer- 
ing, Chemical & Engineering News, 
Chemical Processing, Chemical 
Week, Industrial and Engineering 
Chemistry, Instruments and Auto- 
mation, Nature, Petroleum Refin- 
er, Research and Engineering, Re- 
view of Scientific Instruments, 
Science, and Spectroscopic Mole- 
cular. * 


NARTB Okays Code Plan for 
Film Distributors; Elects Four 

The tv board of the National 
Assn. of Radio & Television Broad- 
casters has approved a plan 
enabling producers or distributors 
of film to become affiliated sub- 
scribers to the tv code. G. Richard 
Shafto, WIS-TV, Columbia, S.C., 
chairman of the code review 
board, said steps would be jaken 
soon to bring film companies un- 
der the code. The tv board also 
amended the code to ban schedul- 
ing of more than two back-to-back 
announcements plus the conven- 
tional 10-second station i.d. There 
is also a prohibition against sched- 
uling announcements between pro- 
grams that interrupt the preceding 
or following programs. 

The tv board elected Campbell 
Arnoux, WTAR-TV, Norfolk, 
chairman, and Kenneth L. Carter, 
WAAM, Baltimore, vice-chairman. 
The NARTB radio board has 
elected John M. Outler Jr., WSB, 
Atlanta, chairman, and Herbert S. 
Krueger, WTAG, Worcester, Mass., 
vice-chairman. — 


Clark Joins Olin Mathieson 

Harold E. Clark, formerly man- 
ager of the agricultural department 
of the Houston Chamber of Com- 
merce, has been appointed man- 
ager of advertising and sales pro- 
motion of the plant food division 
of Olin Mathieson Chemical Corp., 
Houston. 


Wyatt Named Ad Manager 

Thomas C. Wyatt, formerly as- 
sistant advertising manager of 
Magnavox Co., Fort Wayne, Ind., 
has been appointed advertising 
manager of Vega Industries, Syra- 
cuse, N. Y. 
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New, P-E Medel'164 Vapor Fractometer gives you 


BUTENE $ 


Fayploying the princtples of gas chromatography, P-E's 
new Model U4 Vapor Fractix is a revobstionary 
advance tw the field of gas and vobitite-tiqttid Analy sis. 
CQuantitatively it ts fast, precite. wn we 


te. sumplhicatedt 
operate exteemel simple in caleolation und above all 
may times les expensive than distillation cobras. 
nase Spectrometrr, of way other jastrument for the 
purpose, Qualitatively the instrument gives atromely 
iean separations — even of components and isomers 


Vapor Practometer is shown in the hwo 
ves A and B Mate het the quantita 
te wolves of A. 6. ond the Phillips 
eetyin agree te unell frochom et o 
perce, iy: 


EPARATION IN 15 MINUTES! 
Analysis extremely difficult by ordinary method: 


which cannct be separated by ordinary methods — 
The butene separation shown abowe demonstrate 
the instrument's ability to take advantage of the phs 
cal propertics of the sample (in this instance, th. 
cheovcal complexing with the stationary phase) 
achieve the dexwed separation. Other cohamn mate 
rab will readily rsohe the paraffin hydrocarbons. 
Vapor fractunetry ts the fastest, umplest, most_m 
expensive method of analysis in existence today, 


This is the Made! | 54 Vapor Frectom. s 
ter — price, $2200.00 mctuding te 
coder Send fer dex wptive bulletin 


Soa be let Sc hel a 
anartl, Commedia 


CHARTED—A Model 154 Vapor Fractometer which includes a record- 
er is only $2,200, and is “fastest, simplest,” according to this Perkin- 
Elmer Corp. ad scheduled this spring for Petroleum Refiner, Re- 


search & Engineering, 
Chemical 


Industrial 
& Engineering News, 


& Engineering Chemistry, 
Chemical Engineering and 


Analytical Chemistry. 
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Rexall Drug Supports Sale. 
With Magazine Spreads 4 
Rexall Drug Co. will support its 
July “Orange and Blue” sale with 
spreads—one in four colors, the 
other b&w—in Farm Journal, 
Household, Life, Look, Progressive 
Farmer and The Saturday Evening 
Post. The more than 10,000 Rexall 
druggists will promote the sale 
with distribution of 2,500,000 cir- 
culars. Magazine ads and circulars 
will show a photograph of a typical 
independent Rexall drug store 
front, identified by its orange and 


blue colors and standard store sign 


as the main illustration. Ads will 
show sale items and how to iden- 
tify a Rexall store. 


The sale is one of Rexall’s four 


big yearly promotions. Batten, 
Barton, Durstine & Osborn, Los 
Angeles, is the agency. 


H-R Adds WMAL, WMAL-TV 


H-R Representatives Inc. has 


been named national representa- 
tive of WMAL and WMAL-TV, 


Washington, replacing Katz Agen- 
cy. 
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What makes a newspaper great? 


“PUT AWAY THE PEANUTS, JOE, 


T. S. Eliot probably is the only 
poet in history to face an audience of 
13,723 in a cavernous sports arena. 

The event: the third in the series 
of Gideon Seymour Memorial Lec- 
tures, presented by the University of 
Minnesota and sponsored by the Min- 
neapolis Star and Tribune. Thesubject: 
a brilhant discourse on ““The Frontier 
of Criticism,” which earned for the 
67-year-old Nobel Prize winner an 
ovation remindful of those that rattle 
the same Williams Arena rafters dur- 
ing a Big Ten basketball game. 

The unlikely locale of the Eliot 


lecture was made necessary by the 
unprecedented demand for tickets to 
hear the scholarly sophisticate who 
authored “The Waste Land” and 
“The Cocktail Party.”” Requests for 
the free admission tickets snowed in 
from the far reaches of the 34% state 
Upper Midwest area, far exceeding 
the capacity of the University’s big 
Northrop auditorium—where only last 
autumn, 8,500 people jammed into 
three overflow auditoriums and several 
thousand more had to be turned away 
in the crush to hear the second Sey- 
mour lecturer, historian Arnold J. 
Toynbee, discuss ‘“‘The New Oppor- 
tunity for Historians.” As with Toyn- 
bee, some of the Eliot audience came 
from more than 700 miles away. 
The Gideon Seymour Memorial 
Lectures are designed to bring world 
leaders in contemporary thought to 
the University of Minnesota campus 
for the benefit of the whole ‘com- 
munity. The lecture series was 
established in honor of the late execu- 


- 


tive editor of the Minneapolis Star and 
Tribune. The lectures are another 
manifestation of the continuing effort 
exerted by these newspapers to serve 
and advance the intellectual and cul- 
tural interests of their reader com- 
munity, as well as being an appropriate 
recognition of the past contribution 
to that same effort by one of America’s 
most highly regarded newspaper 
editors, Gideon Deming Seymour. 

Ina region famed for the intellectual 
vigor of its citizens, the challenge to 
newspapers is great. The effort to 
measure up to that challenge is always 
enriching and the response frequently 
spectacular 


Copr., 1956, The Minneapolis Star and Tribune Co. 


Minneapolis 
Star «xd Tribune 


625,000 SUNDAY - 495,000 DAILY 


JOHN COWLES, President 
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Building's biggest :uarketplace is Modernization (remodeling, expansion and = 
repair of existir ; structures). A $14 billion business in 1955, it has ac- | 
counted for 37.4°. of the light construction dollar volume over the’ past four 


years (1952 ouch 1955). 


Ginee their very beginning PRACTICAL BUILDER and BUILDING SUPPLY NEWS 
have ted up the benefits in Medernization for builders and building 
material dealers. Continuous editorial eraphasis on this segment of the light 
construction market has made PRACTICAL BUILDER and BUILDING SUPPLY 
NEWS’ readers more aware of this huge market than any other professional 


group in th_ industry. . t 


(eration Home Improvement, and. all the other national promotions 
aimed at encouraging Mr. and Mrs. America to fix up and Modernize 
homes, business structures and other — can make Modernization 


building’s biggest business. 


Bt a welding link is needed. All the promotions have inspired a, owners 
to want more Modernization done than ever before. To make all the promo- 
tions pay off in more building products sales, the bui)”-rs (who do the work) 
and the dealers (who sell the material) must be sin‘! sty inspired—they must — 
be shown how to put the selling force of these promotions to work for them. 


ee A rr a 


Shy ee = 
: 5 encehs ine + 


ion 
ee 


GPR Sat ae gie 
ie 


Es SS eee 
ns 


oe a 
tes Ee 
v -. s 
‘esansieas 


ye 


FOR SALES ACTION | 
IN BUILDING'S BIGGEST | 


Te Ss ee. Se 


e 


4 
ec 


a. 


aK ° ty e 


ve ha raaer 
; ea ha. ay 


¢ 


In January of this year PRACTICAL BUILDER and BUILDING SUPPLY 
NEWS embarked on a cooperative and continuing editorial program 


to tie in with OHI and to make Modernization pay off... at the 


professional level. 


In June, PRACTICAL BUILDER and 
BUILDING SUPPLY NEWS embarked 


Industry leaders hear editors describe the PB-BSN Modernization eam- 


paign at meetings in Chicago, Washington and New York. In a series of meetings around the country 


EE ag PRACTICAL BUILDER and BUILDING SUPPLY NEWS’ 


Ragmend Foley, former HHFA Administrator, H. R. (C ong 
Executive VP of National Retail Lumber Dealers Association, a 
Director, = Soe the PB-BSN Modernization cam: 


with we to 
rshall, executive editors of PB and BS. + ai ee, 


editors presented the joint editorial program to 
enthusiastically receptive representatives of all 
leading building industry groups. Leaders from 
NAHB, NRLDA, FHA and other industry 
organizations have also lauded the program and 
its objectives. 


“Building’s Biggest Business’’, a king sized bro- 
chure detailing all phases of the Modernization 
market, has been distributed to building products 
manufacturers, advertising agencies, newspapers, 
and industry associations to promote a thorough 
understanding of the market. 


<4 AT LEFT 


“Special Report to the Industry”: This 32-page 
booklet outlining the details of the continuing 
PB and BSN editorial program and describing 
how it will help 128,000 building professionals 
(builders and dealers) ‘Make Modernization Pay 
Off” has also been distributed throughout the 
industry. 
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on a cooperative editorial program 
with two consumer magazines— 
Town Journal and Farm Journal. 
In the June issues, all four maga- 
zines featured identical Moderniza- 
tion case histories showing home 
owners what can be done in Mod- 
ernization (and by whom)... telling 
building supply dealers how to sell 
it—builders how to do it. 
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In Septeraber, too, PB and BSN will launch distribu- — 
tion of their “Make Modertization Pay Off sdles kit — 
for building material dealers and builders. Featurmga 
- 64-page “Modernization Manual” for buildergjta — 
“How Te Finance” manual; a 96-page Modernization _ 
Case History Reference; a “HowTo Sell Moderniza- 


_ spots and similar material, the kitis especially created 
_ for professional vise—providing builders and building — 
_ material dealers with field tested tools to shaw:them 

the wily to “Make Modernization Fay Of” a 


tion” manual; pesters, banners, ad mats, TV and radio = 


The PRACTICAL BUILDER-BUILDING SUPPLY NEWS 
COMBINED PROGRAM TO SPARK SALES ACTION 
IN BUILDING'S BIGGEST MARKET HITS ITS HIGH 
PEAK IN SEPTEMBER! 


The entire issue of PRACTICAL BUILDER for September will be devoted to 


- Modernization work in all its phases. A virtual “how to do it’? Modern- 


ization manual, the issue will provide builders with a quick, thorough 
reference on how every category of building product can and should be 
used in Modernization. Advertising in September PB “ties in” your 
specific product with the “show to use it” detail in the editorial pages. 


A natural sell combination! 


BUILDING SUPPLY NEWS for September will also be entirely devoted to 
Modernization. Building material dealers will be given a complete ref- 
erence on all the sales aids and advertising helps to increase Moderniza- 
tion business that are available from manufacturers and associations. 
Readers will be given complete “‘how to sell’ data in each product cate- 
gory. Your advertisement in the issue can show them how to sell more 


of your product for Modernization business! 


Future issues of both PRACTICAL BUILDER and BUILDING SUPPLY NEWS 
will continue to generate builder and dealer excitement about Modern- 
ization by showing them how profitable it is... and by giving them 
the selling ideas and support they need. 


Ride the “main line to Modernization 
sales’... make. your Practical Builder 
and Building Supply News September 
advertising reservations now! 


Final closing for September PRACTICAL BUILDER ... July 30 
Final closing for September BUILDING SUPPLY NEWS... August 3 


INDUSTRIAL PUBLICATIONS, Inc. 
5 South Wabash Avenue, Chicago 3 


Publishérs of Practical Builder, Building Supply News, Building Material Merchant and 
Wholesaler, Ceramic Industry, Brick and Clay Record and Masonry Building. 
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MAGATINE & FAMILY HOME GUIDE 


Breaks 


ANOTHER 


Record! 
9% GAIN over 1955 


January through August. 


Advertising Revenue 
sets all-time high 
for this 8-month period — 
~ topped by the 
AUGUST ISSUE 
Advertising Revenue 


23% GAIN over ’55! 
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BUSY BANKER—Harry J. Lazarus, vp of Dancer-Fitzgerald-S ample, Chi- 
cago, also is president of the Bank of Highland Park. Being familiar 
with the many phases of banking, Mr. Lazarus opens a safety deposit 
box with Peg y Parker, the bank’s vault custodian, and accepts a de- 


Versatile Adman 


If Harry J. Lazarus should ever 
give up advertising as his vocation, 
he could always pursue his avoca- 
tion for a livelihood. For Mr. Laz- 
arus also is a banker, and a suc- 
cessful one at that. 

From Monday through Friday, 
the 42-year-old vp of Dancer- 
Fitzgerald-Sample, Chicago, spends 
his time supervising a number of 
accounts. But from 9 to 12 Satur- 
day mornings, he may be found 
in the Bank of Highland Park—a 
modern bank a short distance from 
his home—where he is president 
and board chairman. 

He first got the idea for found- 
ing the bank while riding a train 
to the Loop one day last year. “I 
felt we needed another bank in 
Highland Park, so I got some lo- 
cal men with money interested in 
the project, and we opened the 
bank last July,” says Mr. Lazarus. 

Initial deposits of $250,000 have 
grown to the $2,000,000 level and 
are expected to keep increasing. 
The bank took less than nine 
months to get into the black, as 
compared with an average period 
of one year. 


@ Mr. Lazarus credits advertising, 
merchandising the bank’s services 
and good community relations as 
principal. reasons for the bank’s 
success. “Last year, for example, 
we ran a series of ads in the local 


newspaper listing the car and 


REMEMBER... Am 
when you're a 
placing 
automotive 


19 2 Gere . | 
~ AUTOMOTIVE MARKET | 


HERE’S 
THE ONLY 


A Brush-Moore Newspaper 
represented nationally by 
Story, Brooks & Finley 


- « e« Harry Lazarus 


lumber dealers in town and men- 
tioning that the bank financed 
home repairs and auto purchases,” 
he recalls. “We picked up a nice 
chunk of business and much good 
will through the ads.” 

Mr. Lazarus, who has been an 
adman since 1934, when he was 
graduated from the University 
of Chicago, first became interested 
in banking 13 years ago, when he 
joined the Central National Bank, 
Chicago, as advertising director. 
Later, he became assistant to the 
president and a bank vp. 

“Carl F. Kuehnle, president of 
Central, got me interested in cus- 
tomer service,” says Mr. Lazarus. 
“In this service, we not only gave 
the business man counseling on 
his loan but also advice on his 
acvertising, packaging, marketing 
procedures and other phases of 
business. 

“This was a completely new 
concept with banks. In many cases, 
we found that a customer deserved 
more money than he asked for. Be- 
cause of this service, the bank’s 
deposits increased from $300,000 
in 1941 to $70,000,000 in 1946, with 
75% of the deposits coming from 
people outside the community.” 


® He is the first to admit that the 
great majority of banks are poor 
advertisers and merchandisers. 
“Banks do not know how to adver- 
tise and merchandise their serv- 
ices properly,” says Mr. Lazarus. 
“They could take a lesson from 
the aggressive advertising and 
merchandising job done by the 
savings and loan associations. 
“Banking should be warm and 
friendly instead of cold and im- 
personal. 

“Banking is human relations. I 
feel that a business man should 
expect a bank to be more than just 
a place to deposit his money. I 
think he is entitled to advice and 
counseling.” 

Since his four-year stint with 
Central, Mr. Lazarus has helped 


positor’s money at one of the bank’s modern cashier cages. At the 
right, Mr. Lazarus admires some of the pictures painted by Highland 
Park High School students which are exhibited just inside the door 


of the bank. 


to organize five Chicago-area 
banks, including the Bank of 
Highland Park. He formerly 
served on the board of Bank of 
Chicago, and currently is a board 
member of People’s National Bank. 

One of his duties at Dancer is 
handling advertising for 93 Illinois 
banks. He confides that an exten- 
sive advertising campaign in news- 
papers and television spots has 
been prepared and is ready to be 
launched momentarily. 


s Prior to joining Central National 
Bank, Mr. Lazarus worked for the 
old Downtown Shopping News 
(editor), Evanston News-Index 
(reporter), the 12th Street Store 
(ad manager) and the old T. R. 
Bauerle advertising agency (exec 
vp and production manager). 

He ran his own agency, Harry 
J. Lazarus & Co., from 1947 to 
1952, when he merged with Bozell 
& Jacobs. He was a vp and account 
executive with Bozell & Jacobs for 
two years before joining Dancer in 
1954. 

Despite his success in banking, 
the soft-spoken adman makes it 
very clear that advertising is his 
first love. “I love creative work 
and contact work,” he says. “I like 
people and the planning and think- 
ing that go into advertising.” 

Mr. Lazarus serves as chief of- 
ficer of the Highland Park bank 
without pay. He relates, however, 
that he owns much of the bank’s 
stock and he hopes to make some 
money on his investment in the 
future. He says he also gets a big 
kick out of directing the bank’s 
operations, and putting into prac- 
tice many of his pet theories on ad- 
vertising, public relations and mer- 
chandising. 

The man with two careers had 
to make a major sacrifice when 
he opened the Highland Park bank 
last year. A boating enthusiast, 
he sold a 2914’ cruiser on which he 
and his wife and three children 
used to spend weekends on Lake 
Michigan. “I just don’t have time 
for boating any more,” he says 
mournfully. 


MODERN DESIGN— 
Mr. Lazarus 
points out some 
of the modern 
features of the 
Bank of Highland 
Park to Robert 
Figarelli, assist- 
ant up, and 
Charles Burgess, 
vp and cashier. 


D-F-S Appoints in Research, 
Radio-TV Units; Elects Church 
William Weilbacher, supervisor 
of the media research unit of 
Dancer-Fitzgerald-Sample, New 
York, has been appointed execu- 
tive assistant to Dr. Lyndon O. 
Brown, vp in charge of research, 
media and merchandising. Babette 
Jackson, formerly with Biow Co., 
has been named a project director 
in the research department. Radio- 
tv appointments at the agency in- 
clude Lyle B. Hill, from manager 
of radio-tv operations to show pro- 
duction coordinator; Sally Boulon, 
previously with Zerbe-Penn ia San 
Juan, to succeed Mr. Hill, and Ar- 
nold Brown, formerly with NBC- 
TV, and Ernest M. Pittaro, pre- 
viously with Biow, supervisors in 
the department. 

Freeman Church, art director of 
the agency’s Chicago office, has 
been named a vp. He has been with 
the D-F-S art department 25 years. 


Carson Named Mithoff Partner 
I. W. (Skip) Carson Jr. has been 
namedia partner in Mithoff Ad- 
vertising, El Paso. Mr. Carson, who 
joined the agency as an artist in 
1950, has been director of art and 
production of Mithoff for the past 
three years. 


Dwyer to ‘Blue Book’ 

MacRae’s Blue Book, Chicago, 
has appointed Thomas P. Dwyer 
to its advertising sales staff. Mr. 
Dwyer formerly was with Con- 
over-Mast Purchasing Directory. 
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Cairns 
BUZZ SESSION—John A. Cairns, president of Anderson & Cairns, 


Taucher 


New York, Dr. Olof Henell, professor of marketing in the Swedish 
School of Business Administration in Helsinki, Finland, who ig, 


also a marketing consultant, and 


P. H. Taucher, president of the 


Oy Mainos Taucher Reklam A. B., advertising agency in Helsinki, 
discuss advertising abroad. 


U.S. Agencies Can Learn a Lot from 
European Counterparts, Says Cairns 


New York, June 26—“Europe is 
still an expanding market for 
American goods. But most Euro- 
pean business men and advertising 
representatives have more of a 
world viewpoint than Americans 
do, and think more in terms of 
world markets than we do in this 


country. 

“Advertising agency men in Eu- 
rope, especially in Holland, Den- 
mark, Sweden and Finland, are 
completely familiar with Ameri- 
can advertising methods and have 
adapted many of our techniques to 
fit their own marketing problems. 
They have learned a lot from us, 
and from what I have seen recently 
we can learn a lot from them.” 

These are some of the impres- 
sions that John A. Cairns, presi- 
dent of Anderson & Cairns, brought 
back from an intensive six-week 
trip abroad. 


® In discussing some of the high- 
lights of his trip with AA, Mr. 
Cairns said that he was surprised 
at the amount of American mer- 
chandise on display in most of the 
European countries he visited. It 
included automobiles, farm equip- 
ment, petroleum products and 
wearing apparel. 

In Amsterdam and Copenhagen, 
he said, the leading department 
stores were displaying American 
goods and putting on fashion fairs 
of American wearing apparel. 

Mr. Cairns said he made the trip 
with three objectives in mind: 

1. To visit his European clients, 
and to study marketing and eco- 
nomic conditions. 

2. To establish new business con- 
tacts with manufacturers interest- 
ed in developing markets in the 
U.S. 

3. To meet a number of repre- 
sentative European advertising 
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agency men, and to study their 
methods and pick up ideas for im- 
proving the techniques of his own 
agency. 


® He accomplished all three of his 
objectives, he said, largely because 
of the hospitality and cooperation 
of everybody he met in Europe. 

Concerning new contacts, he said 
that he expects to return to Europe 
in September to make several for- 
mal presentations to prospective 
clients. He will also attend the 
Lurex International Show in Lon- 
don which will open Sept. 27, ten 
days after the show is presented 
in New York. It will feature fash- 
ions from ten world centers and 
fabrics from 40 countries. It is be- 
ing promoted by Dobeckmun Co., 
Cleveland, manufacturer of Lurex 
non-tarnishing metallic yarn, an 
A&C account. 

Mr. Cairns visited advertising 
agencies in Denmark, , Finland, 
Sweden and Switzerland. English, 
he said, is spoken virtually every- 
where in those countries. 

He was particularly impressed 
+y the modernity and prosperity of 
Helsinki, the Finnish capital. The 
Palace Hotel there, he said, is one 
of the finest hotels he has ever 
seen; the architecture of the city is 
extremely modern, and its medical 
center is more modern than any- 
thing we have here. 


= P. H. Taucher, head of: the ad- 
vertising agency, Oy Mainos Tau- 
cher Reklam, A.B., has attended 
several of the Four A’s conven- 
tions here, Mr. Cairns said, “and 
he is a regular reader of ADVERTIS- 
tnG AcE and Printers’ Ink, as are 
most of the other European agen- 
cy men I visited. They know what 
is going on in American agencies 
and follow developments in this 


country closely. 

“Most of the European agencies 
send their men over here frequent- 
ly to study U.S. markets, and some 
of them have taken advance cours- 
es in American colleges. 

“Gunnar Rune and Nils Torn- 
blom of Almanna Annonsbyran 
A.B. in Stockholm have worked 
here, the former at Batten, Barton, 
Durstine & Osborn and the latter 
at Anderson & Cairns. While I was 
at Helsinki, Nils Tornblom flew in 
from Stockholm to give a talk be- 
fore the Helsinki Advertising Club. 


® “All of the European agencies I 
am acquainted with,” Mr. Cairns 
said, “know their own markets and 
have prestige in their own coun- 
tries. In Copenhagen, for instance, 
I had letters of introduction to peo- 
ple in government circles. The 
leading advertising agency execu- 
tives were all well known in gov- 
ernment circles and highly thought 
of. The same was true in Sweden 
and Finland. 

“Many of the European advertis- 
ing agencies are not new companies 
by any means,” Mr. Cairns said. 
“Aktiebolaget S. Gumaelius An- 
nonsbyra, better known to us as 
the Gumaelius Agency, was found- 
ed in 1878. It does a more complete 
job than any American agency. It 
has its own typographical plant, 
makes its own plates, handles its 
own art work and copy, and even 
has its own printing shop. 

“In Denmark, Harlang & Toks- 
vig has its own building. It was 
formerly a hospital, and has been 
entirely modernized. It is very im- 
pressive. You feel as if you were 
entering a government office or an 
institution when you go there. 


“But there, as elsewhere, the ' 
hospitality we received exceeds| | 


anything I’ve ever experienced. 


# “One of the things that im- 


pressed me particularly,” Mr.| 


Cairns said, “was the quality of the 


creative work. All of the agencies 3 
have their own art departments, of | j 


course, and they all compete in na- 
tional competitions for posters and 
other advertising art. They also 
work with well-known artists and 
teachers in art schools and. colleges. 

“This emphasis on creative tal- 
ent is really part of the national 
life,” Mr. Cairns said, “and it is 
reflected in the architecture and 
the design of everyday products. 
Some of the things the Danish, 
Swedish and Finnish designers are 
doing in fabrics, furniture, crystal 
and silver are entirely new, mod- 
ern and refreshing.” 

There is no standard fee system 
or method of compensation among 
European advertising agencies, Mr 
Cairns said. To a large extent, cli- 
ents pay for services rendered and 
fees are based on the nature of the 
account and the work involved. 

Discussing the best way for 
American advertisers to do busi- 
ness in Europe, Mr. Cairns said 


American advertisers have three 


NNAN 


_ as true today as when 


“Every man is. like the company he is wont to keep.” 


—EURIPIDES 


it was written 2400 years ago 


Among a most impressive listing of our customers you will find 


five advertising agencies whose respective 1955 billings 


exceeded 20 million dollars. Their preference speaks for itself. 


Hutchings & Melville, Inc. 
Distinguished Photoengraving 


4043 N. Ravenswood Ave., Chicago 13 
4 color press equipment — Precision color negatives on the Klimsch 


EAstgate 7-9220 


choices: To do business with the 
European office of an American 
agency, or through specialized ad- 
vertising agencies handling export 
accounts, or with the assistance of 
an American agency seek out the 
best agencies abroad so as to have 
a different one in each country 
where market development is 
planned. ; 

The latter, he believes, is the 
most satisfactory in the long run. 
Many large American companies, 
such as Ford, Shell Oil Co., Stand- 
ard Oil Co., and many European 
manufacturers advertising here, 
have followed that practice and 
have found it the best solution to 
their foreign advertising problems, 
he said. 


lowa Newspapers and Auto 
Dealers Work for Ad Code 
The 38 newspapers of the Iowa 
Daily Press Assn. have joined 
with efforts of the Iowa Automo- 
bile Dealers Assn. to establish and 
maintain standards of — for 
advertising autos. 

The intent of the daniteots is 
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“to encourage and preserve de- 
pendability in the advertising and 
sale of automobiles.” The Iowa 
standards: are an adaptation of 
those set up originally by the Na- 
tional Automobile Dealers Assn. 
and the Assn. of Better Business 
Bureaus. 


Kirby-Cogeshall Boosts 3 

Kirby-Cogeshall-Steinau, Mil- 
waukee producer of point of pur- 
chase material, has established two 
major sales divisions. Jerome S. 
Young, with the company’s sales 
department 10 years, has been ap- 
pointed sales manager of the mid- 
western and western territories. 
Myron B. Conklin, formerly a di- 
visional sales representative, has 
been appointed eastern sales man- 
ager. KCS Co. also has advanced 
James H. Hart to New England 
sales representative. 


Peters, Griffin Moves 

The Hollywood office of Peters, 
Griffin, Woodward, station rep- 
resentative, has been) moved . to 
1750 N. Vine St. 


: Copies of all kinds for 
busy ad men 


in just 4 seconds 


COPYING MACHINE 


chemicals or negatives 


A totally new idea in office 
copying, Thermo-Fax needs no 


Fastest copy maker of them all! The 
new THERMO-FAX Copying Machine 
gives you perfect copies in just 4 sec- 
onds . . . for as little as 4¢ per copy. An 
exclusive All-Electric process eliminates 
chemicals, negatives, masters, and spe- 
cial installations. You get copies of the 
things you need copied most...when you 
need them most! Send the coupon below 
today for “omplete details on the new 
economical All-Electric way to copy. 


Thermo-Fax 


Duplicating Products 
Rie term be mat oy isa rosmeee 
ge. Sura how Yore 16, WY. ie 
Canada: P. 0. Bex 757, London, Ontario. 


Minnesota Mining & Mfg. Co. 
Dept. KV-726, St. Paul 6, Minn. 


communications in my office. 


Send complete details on the All-Electric way to speed copying and 
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Cuicaco, June 26—Sidney K. 
Lenby, 56, an account executive 
‘with Gerstel Agency Inc., died 
June 23 in Edgewater Hospital af- 
ter a long illness. He had been in 
the advertising business for 34 
years. Mr. Lenby joined Gerstel on 
Jan. 1, 1955, the day after the old 
Frederick Asher agency went out 
of business. Before going to work 
for Asher, Mr. Lenby operated his 
own agency here for ten years. 
Prior to then, he was an account 
executive for Julian Frank & As- 
sociates, and was advertising man- 
ager of the old Famous department 
store (bought out by Sears, Roe- 
buck & Co.) and the old Logan de- 
partment store (bought out by 
Goldbiatt Bros.). He was born 
here and was a graduate of the 
University of Chicago. 


TERENCE A. BRADY 

Yonkers, June 28—Terence A. 
Brady, 69, publisher of the Yonk- 
ers Sunday Record, died of a heart 


Serves Management 
On Photoengroving 
And Platemaking 


Because of their importance in 
production costs and printing 
quality, photoengraving and plate- 
making ay AG prime reader- 
ship by AR 000 advertising 
managers. Here are typical arti- 
cles which AR readers keep with- 
in handy reach: 
“Double Value for Production 
Dollars” 
“Do's and Don'ts for Better Eiec- 


“A New Look at Magnesium” 

“Production Man Looks at News- 
paper R « 

“You Can't Reprodute That!” 


Sells Management 
On Photoengraving 
And Platemaking 


Top Coverage—To - Readershi 
Pop Response; AR offers all 
three to suppliers in top advertis- 
ing markets. Among leading firms 
using AR to reach buyers in the 
estimated $96,000,000 photoen- 
raving market and the estimated 
$33, 000,000 electrotyping market 
are such names as: 
The Rapid Electrotype Co. 
Superier Engraving Company 
Chicago Engravers, Inc. 
Collins, Miller & Hutchings 
Jahn & Ollie Engraving Co. 
Thomas F. McGrath & Associates 


Pontiac Engraving & eeagee 
Intaglio Service Corporation 


Laurence, Inc. 
Reilly Electrotype Company 


Whether photoengraving and plate- 
making represents your problems or 
your | scarowesse copa to AR for re- 
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attack yesterday at his home. Born 
in New York, Mr. Brady began 
his career as a reporter on the 
Record in 1912. Later he became 
advertising manager. After serv- 
ing in the Army in World War I, 
he established a contracting busi- 
ness here with his brother William. 
In 1921 he established a weekly 
newspaper, the Yonkers Star, 
which he discontinued in 1926 
when he bought the Record. Six 
years later he began publishing it 
as an evening daily with a Sun- 


day edition, but in 1940 the eve- 
ning edition was discontinued. 


ROY BRADT 

San Francisco, June 26—Roy 
Bradt, 60, western manager of de- 
partment and chain Store sales for 
the Bureau of Advertising, Amer- 
ican Newspaper Publishers Assn., 
died June 23 after a long illness. 

Mr. Bradt completed ten years’ 
service with the bureau June 19- 
Before that he had been with the 
old Pacific Coast division of the 


bureau from 1942 to 1946. Pre- | 
viously, he was promotion man- 
ager of the Republic & Gazette, 
Phoenix, Ariz. 


J. EMILE CASTO“IGUAY 
Quesec, June 26—J. Emile Cas- 
tonguay, 62, general administrator 
of L’Action Sociale Ltee., which 
‘publishes L’Action Catholique, a 
daily French language newspaper 
here, died June 22. Mr. Castonguay, 
who was a past president of the 
Canadian Daily Newspaper Pub- 


Advertising Age, July 2, 1956 
lishers Assn., was well known in 


newspaper circles throughout Can- 


ada. 


GEORGE T. DUNLAP 
Prnenurst, N.C., June 28— 
George T. Dunlap, 92, co-founder 
of Grosset & Dunlap, book pub- 
lisher, died at his home here yes- 
terday. The company was started 
at the turn of the century with a 
capital of $1,000 and quickly be- 
came one of the largest book pub- 
lishing houses in the country, spe- 


— 


with pleasure: Mickey Mouse 


© Walt Disney Productions 
®Burp 1s @ trademark of Mattel, Inc.’ 
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cializing in selling bound reprints 
of popular authors. For reasons of 
health, Mr. Dunlap partly retired 
from business in 1908 and spent 
most of his time at his winter 
home here. He resumed active di- 
rection of the company in 1934, af- 
ter the death of his partner, Alex- 
ander T. Grosset, and continued as 
president until the company was 
sold in 1946. 


Needham, Louis Names Three 
Needham, Louis & Brorby has 


appointed Graham Rohrer to the 
account executive staff of its New 
York office. He formerly was di- 
rector of specialty sales and ad- 
vertising of Georgia-Pacific Ply- 
wood Co. The agency also has 
appointed Barket Lockett to the 
tv-radio department and Robert E. 
Ingalls to the copy department in 
its Chicago headquarters. Mr. 
Lockett formerly was with Leo 
Burnett Co. and Russel M. Seeds 
Co.; Mr. Ingalls previously was 
with Grant Advertising. 


Pearson to Lord Baltimore 

John W. Pearson has joined the 
sales staff of the Lord Baltimore 
Press, New York, as assistant to 
Morton M. Dukehart, director of 
the multi-unit packaging division. 
Mr. Pearson was formerly sales 
manager of Dacam Corp., Char- 
lotte, N.C. 


‘Drive-In’ Names Reps 


Drive-In Restaurant, Pratt, 


sentative and Scott Kingwell & 
Sons its Chicago representative. 


‘Time’ Boosts Four in Sales; 
Brinker Named Eastern A.M. 
Time has made four promotions 
on its sales staff. Robert Brinker, 
formerly New York advertising 


manager, becomes eastern adver-| | 


tising manager. Robert C. Gordon, 
formerly assistant New York ad 
manager, moves up to New York 


Kan., has appointed C. A. Larson | ad manager. Royal Peterson, man- 
& Associates its New York repre-| ager of the Chicago sales office, 


Robert Barr Robert Gordon 


Inc., Burp’ Gun scores bull’s-eye on Mickey Mouse Club! 


Mouse Club proves bi 


Mattel, Inc., hits its target with Mickey Mouse Club! 


rest oun in Mattel, Inc., arsenal! 


Club moves 900,000 to shell out for Mattel, Inc., toy! 


Mattel, Inc., finds Mickey Mouse Club hot as a pistol! 


say is this 


Mattel, Inc., introduced its toy Burp Gun in March 
55... and it sold steadily. Then, in October, Mattel 
put the toy on ABC-TV’s Mickey Mouse Club. 

By November 1, normally the last minute for 
Christmas reordering, the Burp Gun had been shown 
on the Club just four times. At the end of November, 
retailer reorders were still swamping Mattel. By 
December 15, Mattel had sold almost a million Burp 
Guns—just about a cool 4 million dollars’ worth! 


ABC TELEVISION NETWORK 


Mattel’s product and timing were right. So was its 
choice of the Mickey Mouse Club... the program 
that reaches more homes and viewers than any other 
daytime program, more kids than any program 
(except Disneyland), more adults than all but 8 of 
the 25 top adult daytime programs. And it reaches 
them at a cost per thousand of 68 cents per commercial 
minute — less than any other show, day or night. As 
Mattel, Inc., will tell you, this show is a buy! 


is now assistant New York mana- 
ger, and Roberi C. Barr, formerly 
of the New York staff, now moves 


Robert : og 


to Chicago as manager. ; 

Garry Valk, former eastern ad- 
vertising manager, recently was 
named special assistant to the pub- 
lisher (AA, June 25). 


HIGHER 


ATINGS 


Feb. JR ARB Shreveport Areco Survey 
LEADING in 2214 3 
morning quarter hours. mi: 


LEADING in 451, 
afternoon quarter hours. 


LEADING in 51 
nighttime quarier hours. 


COVERAGE ff 


KTBS-TV Channel 3, Shreveport, 
Lovisiana, covers 44 counties in 
Louisiana, east Texas and south 
Arkansas. Population 1,351,709; 
set count 249,895, 


MORE 


VIEWERS 
PER DOLLAR 


55% of the viewing dudience from 
sign-on time to 12 noon, 


82% of the weekday afternoon 
audience. 


72% of the nighttime NBC audi- 
ence in the Shreveport area. 


MAXIMUM POWER : 


KTBS-/ 


ut ae dead 


SHREVEPORT 
LOUISIANA 


E. NEWTON WRAY, Preside=t & Gen'l Mor. 


NBC ard ABC 
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‘I Still Crusade for Garters’... 


“Space Peddler’ Is 


Obsolete Term; 


He's Sales-Ad Counselor, Says Bond 


Exec VP Marks 30 Years 
With McGraw-Hill; Again 
Hits Road (to Europe) 


New York, June 27—Thirty 
years ago, July 1, an eager, 23- 
year-old graduate of Lehigh Uni- 
versity named Nelson Bond joined 
McGraw-Hill Publishing Co. as a 
trainee for a job as an advertising 
representative. 

Today, he is exec vp of Mc- 
Graw-Hill’s publicaticns divisiop 
and is known virtually everywhere 
in the advertising business. 

Discussing informally some of 
the highlights of his career, just 
before he left for Europe at the 
end of June, Mr. Bond, a native of 
Caldwell, N.J., whe still lives not 
far from there, at Essex Fells, ex- 
plained how he came to join Mc- 
Graw-Hill. 

During his junior and senior 
years, he was fortunate enough (a) 


(Sam) Perriner on Electrical Mer- 
chandising and Radio Retailing. 
In 1928 he returned to New York 
as eastern sales representative of 
Electrical West. Then the depres- 
sion hit. It was a period of “a long 
time between orders and a short 
time between cancellations.” Many 
salesmen couldn’t stand the gaff. 


® Young Mr. Bond’s natural ten- 
acity kept him going. His territory 
became larger and larger—from 
Portland, Me., to Pittsburgh. In ad- 
dition to Electrical West, he also 
handled Electrical Merchandising, 
Electronics and Radio Retailing. 
“It was tough going. If I didn’t 
sell, I didn’t eat,” he said with a 
laugh. “But it was no laughing 
matter in those days, believe me. I 
learned a lot about selling the hard 
way—a lot that I couldn’t have 


to hold scholarships and (b) to be| i 


the tor of a lucrative sand- 
wich business. These enabled him 
to finish coilege. He also did odd 
jobs and in summer worked as a 
reporter on the Newark Evening 
News. 

Admitting that academic studies 
“came hard,” he told AA that when 
he was in his senior year a friend 
of the family, the late Earl White- 
horne, on the editorial staff of 
Electrical World, asked him point- 
blank whether or not he would re- 
ceive his degree. When assured of 
this he asked Nelson what he was 
planning ng do. 


es “T pine didn’t know,” he re- 
counted with a chuckle. “But the 
upshot was that I received an in- 
troduction to Edgar Kobak, now 
a well-known business consultant, 
and then advertising director at 
McGraw-Hill. He hired me. I start- 
ed work July 1, 1926. 

“My first job was to classify by 
category the different types of ads 
that had appeared in Industrial 
Engineering from 1887 on.” 

When he had finished that job, 
he got his first “eye-opener” into 
the potentials of advertising re- 
search, under the late Arthur Hi- 
rose. After six months of in ive 
training, which entailed uch 
overtime, the young trainee was 
shifted to field circulation sales. He 
sold subscriptions on the road for 
Bus Transportation, Electrical Mer- 
chandising and Radio Retailing on 
a salary and commission basis. 

After several months of this he 
was sent to Cleveland as a junior 
salesman, under the late M. W. 


“Today, a business paper sales- 
man has to be an advertising and 
sales counselor.” 


bought for $1,000,000, and I also 
learned a lot about people. 

“I learned many a lesson from 
agency men in those dark days— 
lessons that have been invaluable, 
from men such as H. H. Kynett, 
of Aitkin-Kynett Co., in Philadel- 
phia; Henry Silldorff of G. M. 
Basford Co., in New York, and 
Ken Hopkins of Graybar Blectsje 
Co., to mention just a few.” 

However, things began to mA 
up, and in 1938 Nelson Bond joined 
the advertising staff of Business 
Week as New England manager, in 
Boston. 


® In 1945 he was appointed adver- 
tising manager of that publication 
and again returned to New York. 
In 1946 he was named advertising 
director of all McGraw-Hill pub- 
lications, and in 1948 he was elect- 
ed a vp. The following year he be- 
came a member of the board of 
directors, and in April, 55, he was 


made exec vp of the publications 
division. 

Nelson Bond, like most forceful 
and successful men, has strong con- 
victions and a vigorous way of ex- 


72 | pressing them. 


For example, he insists there is 
no such thing as a “space peddler. 
He hates the term. “Today, a busi- 
ness paper salesman,” he said, “has 
to be a sales and advertising coun- 


}iselor. It’s imperative for him to 
}|}know his client’s products, mar- 
*| kets, channels of distribution and 
_jcurrent advertising program. A 


media salesman should also keep 
the advertising agency posted on 
what work is being done with the 


client.” 


Mr. Bond once told a sales group 
that salesmen should pay more at- 
tention to personal appearance and 
insisted that they wear garters. 
Commenting on this, he said that 
after the talk (AA, Dec. 15, '52), 
he received garters of every type 
imaginable from all sorts of peo- 
ple, with kidding notes. He hasn’t 
changed his mind on this. 


s “Sure,” he said, “I’m still a cru- 
sader for garters, and we like our 
men to wear hats, too. The point 
is, a salesman has to look like a 
business man if he expects to be 
one and associate with business 
men.” 

When he became director of ad- 
vertising, he had to reorganize the 


tories. His previous experience as 
advertising manager of Business 
Week had convinced him that hir- 
ing salesmen on instinct was a mis- 
take. He appointed a screening 
committee. The committee inter- 
views applicants. Then selected ap- 
plicants are tested for aptitude. 
Reports of these tests are checked 
by the Personnel Institute. The in- 
stitute’s recommendations are usu- 


ally followed in the selection of 


“Putting a man into the wrong job.. 
man.” 


sales staff and consolidate terri-/|t 


-can be a calamity for the 


|MeGraw-Hill trainees. 


A similar method is followed in 
testing men for promotions. While 
the system is not foolproof, Mr. 
Bond said, it has proved its value 
in a great many instances. 

“Putting a man into the wrong 


” |) job,” he said, “is not only bad for 


the company, it can be a calamity 
for the man.” 


= On the subject of paid subscrip- 
tions, Mr. Bond said: “Payment for 


a subscription is not prima facie 
evidence of readership. But it’s a 
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“Listing unpaid circulation on 
ABC statements would weaken 
their value.” 


ug, and concrete evidence of poten- 
1 interest tangibly expressed.” 
He is also convinced that “listing 
unpaid circulation on ABC state- 
ments would weaken their value 
and confuse advertisers.” 

Among his other activities, Mr. 
Bond is a member of the advertis- 
ing advisory committee of Secre- 
tary of Commerce Weeks; a di- 
rector of the Advertising Council 
and chairman of its business paper 
advisory committee and a member 
of the Marketing Executives So- 


apy and acknowledgment of val- 
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ciety. 

He has three children and two 
grandchildren. His children are 
Mrs. F. L. Sayre; Nelson Jr., a 
senior at Lehigh, and Sarah, who 
will enter Smith College next fall. 

He likes golf, but said it’s “not 
an all-consuming passion.” And he 
is an enthusiastic reader of biog- 


|raphy and history, particularly in 


connection with the American Civil 
War and major periods of English 
history. 

Characteristically, his current 
trip abroad is a combination busi- 
ness and pleasure trip. He still 
spends about four months of every 
year on the road making calls and 
attending meetings. 


‘Houston Chronicle’ 
Sets New Discount 
Rate for R.O.P. Ads 


Houston, June 26—A new rate 
structure affecting the use of r.o.p. 
color advertising will be put into 
effect Aug. 1 by the Houston 
Chronicle. 

Under the new system color costs 
are scaled on a flat cost basis, and 
the frequency with which an ad 
appears will lower the cost ac- 
cordingly. The new prices will be 
for black and one, two or three 
colors. 

The cost of color ads in the 
Chronicle is the b&w line rate plus 
the following color charges: 


@ 1,000-1,499 lines: One color,$200, 
two colors, $325, three colors, $500. 


® 1,500-1,999 lines: One color, 


* | $260, two colors, $400, three colors, 


$550. 


@ 2,000 lines—full page: One color, 
$325, two colors, $500, three colors, 


~ | $650. 2 


Frequency discounts will be giv- 
en on the color charges as follows: 
13 times, 10% discount; 26 times, 


115%; 39 times, 25%; 52 times, 30%. 


The. discounts are on the color 
charges only and not on bulk space. 
The Chronicle, with more than 
1,000,600 lines of r.o.p. color ad- 
vertising, ranked No. 12 last year 
among U.S. dailies in the category, 
according to Media Records. 


Babbitt Offers Bab-O with Glim 
B. T. Babbitt Co. has launched 
a campaign in six markets offer- 
ing one free can of Bab-O with the 
purchase of one giant-size Glim 
liquid detergent. Newspaper ads, 
300 lines, are running in Albany, 
Boston, Buffalo, Pittsburgh, Roch- 
ester and Syracuse. A half-price 
offer on giant Glim will run next 
month in New York, Baltimore 
and Washington. Newspaper ads 
will break in New York July 5. 
Harry B,Cohen Advertising Co. 
is the Glith agency. Bab-O’s agen- 
cy is Dancer-Fitzgerald-Sample. 


Toy House Plans Fall Push 

World Toy House, St. Paul, a toy 
marketing organization, is plan- 
ning its first comsumer ad pro- 
gram this fall. Plans have been 
made for color pages in Life plus 
trade publication support in Drug 
Topics, Food Topics, National 
Candy Wholesaler, Progressive 
Grocer, Super Market Merchandis- 
ing and Supermarket News. Hart- 
ogensis Advertising Co., St. Louis, 
is the agency. 


Lochten Joins ‘Printers’ Ink’ 
Roy T. Lochten, media director 
of Arndt, Preston, Chapin, Lamb 
& Keen, Philadelphia, will join the 
advertising sales staff of Printers’ 
Ink July 9. He will work in both 


|the Philadelphia and the New 


York territories. 


Cain Joins Soma Agency 
Virginia Cain, formerly with 
Dawson & Turner, Portland, has 


|joined Soma Advertising Agency. 


Portland, as national advertising 
director. 
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This Week in Washington... 


Postal Hike Showdown Is Toss-Up 


By Stanley E. Cohen 
Washington Editer 

_ WASHINGTON, June 28—Both 
sides have been hard at work this 
week lining up votes for the show- 
down on postal rates which is 
scheduled to take place Monday in 
the House. 

Efforts of Majority Leader John 
McCormack (D., Mass.) to side- 
track the bill collapsed after Re- 
publicans warned they would make 
an issue of “one man rule” and 
pec to force a vote over his opposi- 
tion. 

Before bowing to their demands, 
Rep. McCormack pointed out a 
similar postal bill was pigeonholed 
by Republican leaders from Febru- 
ary, 1954, until August, when it 
was allowed to pass the House too 
late for Senate action. 

Minority leader Joe Martin (R., 
Mass.) admitted he kept the earli- 
er bill from the floor. But he ex- 
plained, “Maybe we didn’t have 
the votes at that time.” 


® So many intangibles cloud the 
outlook that neither side is safe 
in claiming a majority in the postal 
rate showdown Monday. Loyalty 
to their party leader could prove 
to be the decisive item which 
would enable Rep. McCormack to 
muster a full complement of Dem- 
ocratic votes, now that the Re- 
publicans have forced his hand. 

On the other hand, Postmaster 
General Arthur Summerfield has 
pulled the rate bill over so many 
impossible barriers already that 
there is no way of knowing 
whether Democrats are as unified 
in opposing the 4¢ letter as Rep. 
McCormack insists they are. 

If the bill passes the House, the 


next move is up to Sen. Olin John" 


ston (D., S.C.), chairman of the 
Senate post office committee. 
o + 7 

More Daylight Time for Con- 
gressmen: House members devoted 
a substantial amount of time Mon- 
day to a bill allowing the District 
of Columbia to stay on daylight 
saving time through October. 

Existing law turns the clock back 
here at the end of September. Tv 
and other interests fear excessive 
confusion unless the District con- 
farms to practice in other eastern 
seaboard areas. 

One hostile congressman com- 
plained that daylight time was for 
the convenience of golfers and 
others “who want to cheat the 
sun.” Others pointed out the Dis- 
trict is two or three hours ahead 
of their home towns. “When we 
get home at night, some constitu- 
ent phones long distance, and can’t 
figure out why we are home in the 
middle of the afternoon,” one com- 
mented. 

An amendment calling for stand- 
ard time whenever Congress is in 
session was beaten down. But a 
time-consuming roll call vote had 
to be taken before opposition was 
finally crushed, and the measure 
was forwarded to The White House 
for President Eisenhower’s signa- 
ture. 

* « + 

FCC Supplies Press Data: FCC’s 
network study group had the good 
sense to provide the press with 
copies of the questionnaire on pro- 
gram sources which it mailed to 
tv affiliates. 

While there is certainly nothing 
remarkable about this action, it is 
in bright contrast to the “cloak 
and dagger” behavior of the Sen- 
ate commerce committee, which 
sent a similar questionnaire to 
more than 400 stations last spring 
and steadfastly refused to give 
copies to reporters. — 

Needless to say, copies were 
readily available from industry 
members. In fact, Sen. Warren 
Magnuson (D., Wash.), the com-| 
mittee chairman, suggested that | 
reporters contact the stations. “Tell 


them I said it is okay to give it 
out,” he said. 
« * = 

Farm Upturn: Under Secretary 
of Agriculture True D. Morse hap- 
pily reports growing optimism 
amotig farmers. The decline in 
farm prices and the parity ratio 
has not only stopped, but has def- 
initely turned up, he says. Now the 
parity ratio is up 5 points to 85, 
which is only 9 points below Jan- 
uary, 1953. 

He says a major factor in achiev- 
ing this has been the three years of 
prosperity enjoyed by city people. 
“Full employment, at record high 
wages, has increased the demand 
for products of our farms,” he says. 
“More of the high level diet items 
like meat, milk, eggs, fruit and 
vegetables are being used. They 
are the high income items for farm- 
ers, too.” 


Victor, Kalart Affiliate 

Victor Animatograph Corp., 
Davenport, Ia., has affiliated with 
the Kalart Co., Plainville, Conn. 
A result of this affiliation will be 
the transfer of manufacturing of 
Victor 16mm sound projectors and 
other products to Kalart’s plant. 
Victor will maintain its present 
management headquarters at Dav- 
enport. There will be no change 
in mame, personnel or company 
policies. Sales and distribution 
policies of both companies remain 
the same. 


Predict Packaging Increase 
A prediction that pre-packaging | 
of fresh produce will more than 


the Folding 


now pre-packaged, 
that by 1960 half of all this pro-| 
duce will go to market in pack- RF. 
ages, and they forecast a potential 


folding paper boxes. 


ager of educational projects of 
double in the next four years has National Sales Executives, New| 
been made, following a survey by York, has been appointed sales 
Paper Box Assn.,| promotion and advertising mana-| 
New York. With an estimated 20% | ger of the American Brakeblok | 
of all fresh fruits and vegetables) division of American Brake Shoe! 
experts say Co., Detroit. 


ogers Names 

Hamilton S. Gregg has been 
new market of $120,000,000 for named promotion manager of all 
| publications of Rogers Publishing 
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| Wehr Joins Brakeblok Co., Denver. Mr. Gregg formerly 
Henry Wehr Jr., formerly man-|was with Moloney, Regan | & 
Schmitt, New York. 


| 
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That’s the annual purchasing power of 
Armed Forces Families and civilian em- 
ployees in Europe. And that’s the market 
reached by The American WEEKEND, 
the home newspaper for all these families 
overseas. ONLY The American WEEK- 
END “gets through”’ to the buyers in this 


The American 


ARE YOU 


vast market because it serves their 


so completely—and exclusively. Let us 
show you how to net export profits without 
through the Armed 
Forces Exchange and Commissary Sys- 
tems. Write for copies, rates and the new 


export “red tape” — 


market data book, “Timely Facts.”’ 


ARMY TIMES PUBLISHING CO. 2°: 
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GETTING 


YOUR SHARE OF . 
THESE 300 MILLION 
DOLLARS ?. 
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needs 


Cover the Idaho Market! 


Unlike most states, Idaho is an area of multiple market centers 
. .. widely dispersed. And in most states, for complete state cov- 
erage you have to buy two or three large metropolitan dailies 
_PLUS half or more of the secondary dailies . . . with the resultant 
wasteful duplication costs. — But in Idaho, it takes only these 
twelve outstanding Dailies for complete state coverage. There is 
hardly any duplication. Moreover, if your sales problem requires 
concentration in certain areas of the state, the flexibility of your 
Idaho Dailies provides pin-pointing promotion that's unsurpassed. 
— Your Idaho Allied Dailies do a selling job that's second to 


no other medium. 


Only the Idaho Dailies 


’ 


1. Out-of-state dailies do 
not cover idaho! 


2. Each Idaho Daity covers 
its own rich marke! area. 


3. Idaho Dailies are read 
by 7 out of 10 Idaho fam- 


* HERE’S “THE DOZEN THAT DOES IT” IN IDAHO... 


For further information write 
P. O. Box 1321, Pocatello, idaho 
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National Telefilm Adds Office 

National Telefilm Associates, 
New York tv film distributor, has 
opened a sales office at 3123 Mc- 
Kinney Ave., Dallas. 
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You Ought toKnow . . » C.W.Smith 


“The real big problem in the 
marketing field is to separate 
planning from doing.” 

The author of this sentiment, 
Charles W. Smith, of McKinsey & 
Co., New York, has no patent on it. 
In fact, the idea seemed to domi- 
nate the discussions at last week’s 
annual conference of the American 
Marketing Assn. (AA, June 25). 
Which may be why Mr. Smith, 
who was installed as AMA presi- 
dent Friday, should make a highly 
representative association topkick. 

“Doing,” in Mr. Smith’s lexicon, 
includes all the tangible company 


Charles W. Smith 


processes from designing and mak- 
ing a product on to advertising 
and selling it. “Planning” is mar- 
ket planning—but in a broad and 
modern sense. Ultimately, it means 
that what a company develops and 
makes is determined by what the 
public wants—as calculated by 
market planners who should in- 
clude or be supported, right to the 
final sale, by the top brass of the 
company. 


es If Mr. Smith and his fellow 
marketing experts seem to be de- 
picting a kind of marketing Utopia 
in which planmanship takes prece- 
dence over salesmanship, Mr. 
Smith at least has earned his con- 
victions: A marketer who was 
formed in the crucible of the De- 
pression, he has known his full 
share of hardscrabble “doing.” 

Born in Kansas City in 1913, he 
came up through the public schools 
and local junior college, then was 
graduated from the University of 
Missouri—right after the Bank 
Holiday of 1933. Like many anoth- 
er “depression baby,” he went job 
hunting and wound up with H. T. 
Poindexter & Sons, wholesaler of 
general merchandise—in the return 
goods department. 

There, he broke open packing 
cases for awhile, then became a 
secretary to the general manager 
in charge of complaints, credit 
problems, etc. He started at $10 a 
week, was raised to $15 under the 
new NRA minimum wage law. 


® Deciding that there was little 
future for himself at Poindexter 
(short of another increase in the 
minimum wage), he went over to 


with a net E.B.I. of 
$1,793,518,000, reside within 
WHBF’s 25,500 sq. mile cov- 
erage area according to S. 
M. 1956 Survey of Buying 
Power. 98% own radios— 
80% have TV (TV Maga- 
zine). 


| Seattle, 
| director of public relations and 


Hills Bros. Coffee Co., as a “trav- 
eling sales promotion display man.” 
Mr. Smith recalls it vividly: “I 
drove a % ton Dodge truck filled 
with crepe paper and tacks, for use 
in the old general stores. I trav- 
eled 14 months and never hit the 
same town twice. 

“At that time, Hills Bros. cof- 
fee was being sold as a loss leader 
in the chains,” he remembers, “and 
I had the task of promoting dis- 
plays on a loss leader to Mom’n’ 
Pop stores. Brother, that takes 
diplomacy!” 

After 14 months, Mr. Smith had 
his first brush with technological 
change: The supermarkets, which 
didn’t allow displays, had inval- 
idated the whole operation, and 
Mr. Smith’s department was closed 
down. After another siege of job 
hunting, he went to Bridgeport, 
Conn., and took a job as an ana- 
lyzer of sales records for General 
Electric Co.’s appliance division. 


@ It was during his service at GE 
(1937-44) that Mr. Smith really 
became } marketing expert. He be- 
came inttigued by market research 
and transferred into that field, 
helping to organize and carry out 
the corporation’s first national 
dealer survey. 

“That was ’way back before dis- 
count houses,” he told AA, “but 
GE was already studying what 
kind of distribution to have— 
whether the full line was best, and 
so on.” That was the heyday of the 
“independent,” he points out, when 
companies like Frigidaire and 
Hoover were in top position all 
across the appliance field. 

GE,. however, was apparently 
laying the groundwork for its fu- 
ture full-line marketing system. 
Out of the dealer survey evolved 
a system of monthly distributor 
reports on appliance sales to each 
dealer which Mr. Smith was as- 
signed to analyze—“how the dis- 
tributor’s dealer structure worked 
out, whether all the good dealers 
were clustered in one sector of a 
market, etc.” 

“It was one hell of a detailed, 
grubby job,” he recalls. 


® Then, in 1944, he left GE, went 
job hunting again and wound up 
with McKinsey & Co., general man- 
agement consulting organization, 
where he is at present an associate 
of the firm. Meanwhile, in 1938, he 
had married Mary Cotton, of 
Bartlesville, Okla., and was help- 
ing to rear two daughters, now 16 
and 13 years old. 

Mr. Smith differs from most of 
| his colleagues at McKinsey in hav- 
ing concentrated on marketing al- 
most to the exclusion of anything 
else. But it is a measure, perhaps, 
of the recent growth of the market 
planning function that McKinsey 
lnow has about 20 people doing 
|marketing work; when Mr. Smith 
| joined the firm there were six. 
| Out of, or in spite of, his own 
|“grass roots” background in mar- 
keting and selling, Mr. Smith is 
convinced that “the day is gone 
when you can rely on the sales 
manager’s hunches and the ad 
agency’s flossy copy. 

“You've got to find out what the 
market can use and gear your ac- 
tions to it,” he believes. 


Lee to Georgia-Pacific 

Robert O. Lee, formerly with 
Pacific Telephone & Telegraph Co., 
has been appointed 


advertising of 
Corp., Portland. 


AFA Elects Paul Provandie 
Paul H. Provandie, president of 
Hoag & Provandie, Boston, has 
been elected district governor, 
first district, Advertising Federa- 


Georgia-Pacific 


tion of America, for 1956-57. 


Year by the Tampa Advertising 


HONORED—Howard H. Hilton (left), advertising director of Maas 
Bros. department stores in Tampa, St. Petersburg and Lakeland, 
Fla., was named Tampa’s Outstanding Advertising Man of the 


Club. Presenting the award is 


Warren Terrell, First National Bank, and a past president of the 
adclub. 


Coming 
Conventions 


July 22-27. Photographers’ Assn. of 
America, annual convention and trade 
show, Conrad Hilton Hof, Chicago. 

Aug. 13-18. Affiliated Advertising Agen- 
cy Network, annual meeting, Reno, Nev. 

Aug. 24-28. Mail Advertising Service 
Assn., Mth annual convention, Drake Ho- 
tel, Chicago. 

Sept. 22-25. Advertising Specialty Na- 
tional Assn., annual convention and spe- 
cialty fair, Palmer House, Chicago. 

Sept. 23-25. Advertising Federation of 
America, Tenth District convention, 
Shamrock Hilton Hotel, Houston. 

Sept. 27. Magazine Publishers Assn., 
fall meeting, Westchester Country Club, 
Rye, N.Y. 

Oct. 1-3. Direct Mail Advertising Assn... 
annual convention, Hotel Statler, New 
York. 7 

Oct. %-10. American Photoengravers 
Assn., *%h annual convention and exhib- 
it, Hote’ -satler, Detroit. 

Oct. 11-13. Pennsylvania Publishers 
Assn., annual convention, Bellevue-Strat- 
ford Hotel, Philadelphia. 

Oct. 15-16. Inland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago. 

Oct. 15-16. Agricultural Publishers 
Assn., annual convention, Chicago Athiet- 
ic Assn., Chicago. 

Oct. 18-19. Audit Bureau of Circula- 
tions, 42nd annual meeting, Drake Hotel, 
Chicago. 

Oct. 22-23. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 22-24. Assn. of National Advertis- 
ers, annua! meeting, Drake Hotel, Chicago. 

Nov. 11-15. Outdoor Advertising Assn. 
of America, Hotel Ambassador, Los An- 
geles. 


McKesson & Robbins Reports 
Record $530,000.000 Sales 

McKesson & Robbins, New York, 
|reports record-breaking sales of 
| $530,324.516 for the fiscal year 
ending March 31 and a net income 
|after taxes of $8,802,214, equiva- 
|lent to $4.75 a share. In the pre- 
vious fiscal year, sales totaled 
$489,381,770, with a net income of 
$7,330,363, or $3.97 a share. 

While gains were shown in 
many areas of the company’s busi- 
ness, the annual report notes that 
wholesale drug sales, the com- 
pany’s principal business, “were 
in excess of any like period in the 
company’s history.” 


Six Join Agencies League 

The League of Advertising 
Agencies, New York, has added 
six new agency members to its 
roster. They are Ettinger Ad- 
| vertising, R.M.S. Walker Inc., 
Firestone Advertising, Leon A. 
Friedman, Al Fried Associates and 
Arcadian Advertising. 


‘Sheep & Goat Joins APA 

Sheep & Goat Raiser, San An- 
gelo, Tex., has become a member 
of |the Agricultural Publishers 
Assn., Chicago. The monthly pub- 
lication also is a member of Audit 
| Bureau of Circulations. 


Super Hyrocaine in Drive 

American Pharmaceutical Co., 
New York, has started a one-year 
campaign for Super Hyrocaine, an 
acne and skin blemish remedy. 
The campaign includes advertise- 
ments in more than 150 daily and 
Sunday newspapers and extensive 
point of sale displays in drug- 
stores. Simulated traffic “stop” 
signs with the slogan, “It’s simple 
to stop a pimple,” keynote the 
drive. Finlay, Warren & Clay, New 
York, is the agency. 


Makes Sales Staff Changes 
David M. Benford, formerly 


mvith the New York office, has 


joined the advertising sales staff 
of Sports Illustrated in Philadel- 
phia. At the same time, Thomas 
Swift Lockard Jr., who has been 
with the Philadelphia office, is 
moving to the New York advertis- 
ing sales office. 


Southam Buys ‘Nugget’ 

The Nugget, North Bay, Ont., an 
employe-owned daily newspaper 
for the past eight years, has been 
sold to Southam Co., which pub- 
lishes seven other Canadian dai- 
lies. The sale price was not dis- 
closed. 
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fe o** We're Bustin 
Our Buttons! 


~\_ We must admit we're 
Se +, @ mighty proud of com- 
‘. ing up a winner 

TWICE in BILL- 

BOARD'S survey of 
TV COMMERCIALS 


OUR QUICK SERVICE RATED 
FIRST IN THE NATION AND WE 
PLACED SECOND IN ECONOMY ! 


Mees 
shines panic 


And of course, we'd be mighty 
pleased to show you how we can 
make a QUALITY TV Spot for 
YOUR CLIENT with the speed and 


economy that gained us these 
awards! 


We make every type of film and 
slide. Write for information today! 


FILMACK 
STUDIOS = 


CHICaGs, aL. . new YORK, WY. 
(323 S$. WABASH 341 W. 44% ST. 
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REGISTER | 


Wealthiest in the nation today... producing 
more than 1/10t of the nation’s food supply 


The lowa farm market's spectacular 10 year growth 


1945 1945 


1955 
$10,777 


1955. 
$2,079,214 


1945 
104 179,615 


lowa leads the nation in the production of: 


1945 
$1,241,659 


1955 
$1,637,714 


1955 
188,073 


1955 
$36,077 


135,293 


Percent of 

U.S. Total 
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«art IER = ONAs evn OS 15.4 
Fattened Beef ...................--..- 9.9 
Kentucky Bive Grass Seed -..... 36.0 


1955 
614,810 


1945 
$185,582,647 
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1955 
$336,885,507 


INCREASE: 13,852 INCREASE: 118,445 INCREASE: 59,072 INCREASE: 70,963 = INCREASE $18,793 * INCREASE 613,448. g }UEGQO SES = = 


© Progress in the science of agriculture 
through research 

® Mechanization on the farm apace 
with automation in industry 

® An increased standard of living 
for the farm family 

® An ever growing market for 
manufactured goods 
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This is the story of Iowa agriculture 
and the lowa farm market today. 
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© ‘J. §. Russert, 
Editor 
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/t is part of a 100-year-old tradition 


The Des Moines Register and Tribune, more than 100 years old, 
always has been and is today Jowa’s newspaper. Generations of 
lowa farm families have lived with it, depended on it as their chief 
source of farm news, information and ideas. The Jowa Farm and 
Home Register is published by and distributed as a part of the 
Des Moines Sunday Register, to more than 500,000 Iowa families. 


/ts editorial staff is nationally 
' recognized for distinguished 


agricultural journalism 


Top man on the Jowa Farm and Home Register. editorial staff is 
J. S. Russell, editor. He has been farm editor of the Des Moines 
Register and Tribune for 29 years. During the war he served with 
the War Food Administration in Washington. He is a past treasurer 
of the Soil Conservation Society of America and is a director of the 
Federal Reserve Bank of Chicago. His background of experience 
and knowledge of farming makes him lowa's best known 
farm editor. 


Among the other outstanding journalists on the Jowa Farm and 
Home Register staff: Glenn Cunningham, associate editor, veteran 
of more than 35 years in newspaper work. A specialist in livestock, 
actively engaged in farming. B. G. (Jerry) Thrailkill, an authority 
on farmsteads, farm buildings and poultry production — more 
than 30 years experience. Mrs. Betsy McCracken, food editor, a 
graduate of Iowa State College, formerly with Better Homes & 
Gardens. Charles W. Bailey, member of the Farm and Home 
Register Washington bureau staff headed by Richard Wilson. Has 
scored several notable “beats” on farm legislation. 
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/ts record includes many ‘firsts’ in farm 
reporting during the past 70 years 


The Jowa Farm and Home Register was the first lowa publication 
to tell lowa farmers about the benefits of — 
* 2, 4-D and other weed killers 
* DDT for corn borer control 
Antibiotics for livestock and poultry 
Use of farrowing stalls to save baby pigs 
Stilbestrol for better gains on beef cattle 
Wide row planting of corn 
Bulk handling of milk on the farm 
Soil insecticides 
© The meat type hog 
* The use of LP gas for tractors and heating 
* Many new farm machines vs 
Yes, Iowa's farmers read about it first in the Jowa Farm and Home 
Register. Through the years they haye learned that this modern 
farm magazine is first — in timely, accurate, complete reporting of 
the new and significant in agriculture. An alert and capable editor- 
ial staff, a late closing date, and overnight distribution to the farm 
home keep it first. These are among the reasons for the high 
readership and high reader interest it enjoys. 
In farm service, too — the lowa Farm and Home Register leads the 
way. It was. the first to sponsor National Soil Conservation Field 
Days, Weed and Corn Borer Clinics — events attended by more 
than 250,000 Iowa farm folk. And this year, another big farm 
service first — the Iowa Farm and Home Improvement Show. 
(You'll read about this significant event for farmers and advertisers 
on the second page followfhg.) 


/t brings modern editorial techniques 


to the farm magazine field 


The Jowa Farm and Home Register is inviting and easy to read. 
It has short timely articles. Lots of pictures and explanatory dia- 
grams. Step-by-step how to do it features. Presentation is attractive. 
It is the kind of farm magazine farmers like to read. It is the only 
modern monthly farm magazine edited especially for the Iowa 
farmer and his family. 


GLENN CUNNINGHAM, B. G. TuHramxitt, Betsy MCCRACKEN, Cuaries W. BAILEY, 
Assistant Editor Washington Bureau 
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. than any other farm publication . . . 240,000 plus 75% coverage of 
Iowa’s dealers, salesmen 
. and 67,000 Iowa farm owners who live in Iowa’s towns and cities. 


In the study referred to above, 90% of those interviewed recalled read- 
ing one or more items in the issue. Over half of the issue’s pages earned 
70% or better readership. The Advertising Research Foundation found 
that 810,000 Iowans regularly read this modern farm publication. It has 
more Iowa farm, rural and urban readers than any other farm publication. 


1 @rones 7 out 10 L st cost per page, 7 
lowa farm homes ‘ er thousand farm subscribers 
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. 9 out of 10 vo-ag teachers and extension service directors. 
. 2 out of 3 non-resident farm owners. 


. of any state farm publication in the middle west— only $1.25 per line. 


t 


ins immediate reader attention 
| Yes, you get complete coverage of the nation's richest farm 

market in the lowa Farm and Home Register at lower rates .. . 

because the subscriber pays a substantial part of the cost of fe 
publication and the entire cost of distribution and circulation. 


You can use larger, more dominant space for the same 
ad dollars .. . advertise with greater frequency .. . 
by advertising in the lowa Farm and Home Register. 


mS Lk 2 aire 


See on the next page how you can capitalize on a 
significant agricultural event by scheduling space 
in the lowa Farm and Home Register right now/ val 


_ The Jowa Farm and Home Register is delivered to the farmer’s home on 
Sunday morning — the day he and his family have the most leisure time 
to read, In a Publication Research Service study 82% said they read 
the lowa Farm and Home Register on the day of delivery, 95% within 

48 hours of delivery. 
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lowa Farm and Home improvement Show 


The nation’s outstanding agricultural event of 1956 


October 10-11 at Bayard, lowa 


More than 600. acres of lowa farm land are going to be 

turned into one huge exhibit of the newest farming 

practices. There will be /9 field demonstrations, 

covering everything from contouring and irrigation 

to fertilization, sub-soil plowing and corn picking 

and drying. Five farmstead demonstrations — re- 

modeling and painting farm buildings, new construction, 

so silo filling, plumbing, feed lot surfacing, and 
andscaping. Sixteen educational exhibits prepared 

by Iowa State College and the U.S. Department of 

Agriculture. Plus more than 125 commercial exhibits. 


What does it mean to the lowa farmer 

and his family? 

They can actually witness demonstrations of the many 
new and hel - og farming practices that are regularly 
featured in lowa Farm and Home Register. They 
will see how to improve their soil practices, their 

farm buildings and homesteads, their productivity, 
their over-all efficiency and profits. 


What does it mean to the advertiser? 


It gives the advertiser an opportunity to exhibit, 
demonstrate and seil products and services lowa farm 
families read about in the Jowa Farm and Home Register. 


(Contact the advertising department of the Jowa Farm 
and Home Register now for information on exhibit 
space at the show.) 


More than 50,000 Iowa farmers and their families will gather here on October 10-11 to wit- 
ness demonstrations of the many new and helpful farming practices that are regularly featured 
in the Jowa Farm and Home Register. 


Another in a long series of significant firsts’ in farm service that have 
made the lowa Farm and Home Register lowa's leading farm magazine. 
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THE DES MOIWES SUNDAY REGISTER’S MODERN MONTHLY FARM MAGAZINE 


SERVING THE NATION'S TOP FARM MARKET 


REGISTER 


DES MOINES REGISTER anv TRIBUNE 
* More than half of Iowa’s families 
4 Gardner Cowles, President “— Bacay digg «0 
Circulation: Daily 364,744 — Sunday 525,147* — a soy her aay 9 the 
audience of 1,310,000 


Represented by: Scolaro, Meeker and Scott — New York, Chicago, Detroit, Philadelphia 
Doyle and Hawley — Los Angeles, San Francisco 
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WELCOMING COMMITTEE—Kneeling with Salt Lake City welcoming group at the airport 
in that city are (from left) Messrs. Rhodes, Bascom and Guild and Dr. Friedman. The 


Madison May Be an Ave. to Some, but 
To Guild, Bascom It's a Trout Stream 


San Francisco Admen 
Make Splash Prior to 
Arrival at Fishing Spot 


San Francisco, June 27—Photo- 
graphic evidence has at last con- 
firmed stories that the annual ob- 
servance of the SDTOTOOTSOT- 
LMR actually was held. Possibly 
the smallest but best-planned con- 
vention in the annals of the ad- 
vertising business, it had been in 
existence on paper for months, but 
when nothing was heard from the 
participants after their projected 
return date, doubts were enter- 
tained that the whole thing had 
ever really gotten off the ground. 
It had. 
= The iety Dedicated to Ob- 
pening of Trout Season 
on the Lower Madison River is a 
dedicated group, headed by David 
Bascom, supreme 4X tapered lead- 
er, whe also is a principal in 


Guild, Bascom & Bonfigli. Walter 
Guild, head of the agency, is an- 
other SDTOTOOTSOTLMR figure. 
(His 


title’ formerly was royal 
coachman, but it 


Beethoven.) 
Other members 


alted silver doc- 
tor’, grand tackle 
fondler’, yellow 
woolly worm’, 
spentwing spon- 


FAREWELL — 
Grace 
nera (parma- cutthroat® and 
cheene belle) P 4 r macheene 


y ‘ belle*. 
bids them adieu. Aslongago 


as March, the lyrics to “SDTO- 
TOOTSOTLMR Blues” were writ- 
ten by Mr. Guild and set to music 
by Glen Hurlburt, a courageous 
San Francisco composer. Sample 


G. Guarnera, secretary to Mr. 


was changed this | 
spring to batwing | 


of the group are| 
known, within) 
the society, as ex-| 


Guar- sor‘, Hollywood) 


| Stanza: 
Wake up in the mornin’ 
Feelin’ fine. 
Icicles hangin’ 
On your fishin’ line. 
The fish don’t bite, 
But the skeeters do. 
Boy, that’s livin’ 
For me and you. 
Oh the water’s cold 
And the water’s fast 
And the rocks on the bottom 
Just as smooth as glass. 
Oh your line won’t float 
And your flies get sunk, 
And you fall on your fanny 
For an ice cold dunk. 

The memorandum accompanying 
the blues noted that the trout sea- 
son opening was only 57 days off. 

Research into likely trout areas, 
|stream conditions, transport, pro- 
| motion and other matters was 
|being pursued enthusiastically. It 
| was ascertained, for example, that 
Glen Goff, proprietor of a West 
Yellowstone, Mont., motel, offered 
frozen moose steaks. (He was made 
grand garden hackle in the so- 
ciety.) 


e By April 19 an itinerary was 
established. On that date, in con- 


3 
» 
west 
YELLOWSTONE 
* 
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IDAHO FALLS @ 
’ 


oo0oo***" SALT LAKE 
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| 


Trout Rovte 


| 
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/nection with transport, society of- 
|ficers were notified that “color 
swatches have been sent to Idaho 
Falls, as it is important that the 
yellow convertible be of a soft, 
jonquil-type yellow, not a hard, 
harsh yellow.” 

Parmacheene belle, secretary to 
the batwing Beethoven, also ad- 
vised the Idaho Falls Avis U-Drive 
‘office: “If you can’t find a yellow | 


KNEW THEY WERE COMING—Ray 

Rhodes admires an initialed cake 

presented to the trout men by 
Western Air Lines. 


one, I will send you a hand- 
lettered sign, asking that you hang 
it on whatever car you get. It will 
read, ‘This car is a yellow conver- 
tible.’” 

The 4X tapered leader suggested 
that Western Air Lines steward- 
esses flying the society to the lower 
Madison River wear chest waders 
instead of conventional uniforms. 
(Western Air Lines is not a Guild, 
Bascom account; it is handled by 
Buchanan & Co., Los Angeles.) 

Other suggestions made as the 
rendezvous date neared: 


e “A careful dry fly man can get 
along with a 3X leader, rarely 
popping off a fly, but will lose flies 
right along when fishing wet with 
gut finer than 1X.” 


e “Be sure to bring along long- 
handled underwear.” 


e It was hoped that bands would 


parade with the group at the Salt) 


Lake City transfer and at Idaho 
Falls. Also that public address sys- 
tems at all airports would play 
the “SDTOTOOTSOTLMR Blues.” 


e At breakfast, serve Wheat Chex | 


(Ralston Purina Co., a GB&B ac- 
count) with banana slices cut in 
the shape of trout. 

e Air Force jets might spell out 
the society’s initials as the group 
flew by. 

e In-case of bad weather, the of- 
ficers might take along “one (1) 
small can of ventilated worms.” 


e Regal Pale Beer (a GB&B ac- 


girls are contestants in a “Miss Movietime” 
Salt Lake City. 


count) be dispensed along the 
banks of the Lower Madison. 

e “Wide Wide World” (NBC-TV) 
might pick up the event if “mem- 


4 bers can catch trout on cue.” 


Meanwhile the society promul- 
gated a set of rules against (1) 
singing in the morning, (2) catch- 


 |ing large fish in “secret hot spot,” 


(3) failing to divulge hot fishing 
spot to officers, (4) failing to 
drink Regal Pale. 

Nine days before scheduled de- 
parture the society issued a press 
release which read as follows: 


s “David F. Bascom, supreme 4X 
tapered leader of the SDTOTOOT- 
SOTLMR, announced today that 
all of the trout in the Madison 
River ‘area have been completely 
redesigned. Mr. Bascom has just 
completed ag working model of the 
last in the new series. 

“In effect, this announcement 
means that the 1956 line of Madi- 
son River trout is almost ready to 
be presented to the fishing public. 
All models in the new line feature 
full power steering, hydramatic 
swish, automatic gills and many 
other innovations. 

“After approval of the models by 
members of the society, the Mon- 
tana Fish and Game Commission 
will be asked to put the new 1956 
line into effect immediately.” 

Purple and gold emblems were 
embroidered for the society Oof- 
ficers, and all seemed in readiness, 
but there was no further word 
from the group until the receipt of 
the photographs. 


s It turned out that the sugges- 


: 


promotion being run by KUTV, 


tions, rules and memoranda had 
all been put in the Bendix, and the 
group actually took off on sched- 


ule from this city. A special cake 


was presented by Western Air 
Lines stewardesses (wearing tra- 
ditional uniforms). An appropriate 
welcome was staged at the Salt 
Lake City airport. : 

The yellow laundry truck wa 
delivered at Idaho Falls, in lieu of 
a convertible. There was no morn- 


RECORD HOLDER—Mrs. Walter Guild 

nolds recording of “SDOTOOT- 

SOTLMR Blues” as group leaves 

San Francisco. With her is her 
mother. 


ing singing. The five members of 
the group who finally made the 
trip (including 
worm, the head of the Salt Lake 
City chapter) caught an aggregate 
of some 25 Ibs. of fish in the first 
two days of the convention. 


- 


yellow woolly. 


y 
y 


Ego © oo eee br ar ma ee ae | ph, Ee om Sf a Mer Co a Se a eee Pine A to ee ars oa ee Meee ec ny." eee” 5 a EN "g fy 
s L s * ae = i ~ : os 
' Re 
Advertising Age, July 2, 1956 41 
~— — EES, — ae = . me . . “ — ~— CTE + Py Rit Pees: = m 
= ; - | > ee hi ij eee 5) d 
i “ + r 
5 % noes oa : LE  ¥ : 
pom . ¥ (7. =~ ~~, > nv is 
= — . ‘ = SNageee v*, , . y : =‘ 
} ae os ae 4 ee ; pens / 5 : Ee pe? nw ie 
eis - . a oe eo ned See OP mee ed ' | ; ee See. : ms aw ‘ ae 
: i . * haa 434 Peet 32 “ a Ree Pik eae Le ay ae Ee @ c f on 7 “4 co - oe ‘ food 
| ; ats i's ee , ¢ 7 : i St, ae Be room tes * ; : le eo rer - ; 
. ol ~~. Ce ei 4 ss * => mt . . : 
q a oe | ae Calas a yo fe Oo % , Fae, ee a i Fit t 
J ee = ea ee. ee ‘ x. P ae gy ~ ae 
rr .. 4 aaa a es t i Race. = eo + e a se eo ee Se 7 
\ \\ 3 ee - hy q Sgt. eet . = j : ) + _ _ Be on ee cae 
: i , a : ot ae ee Ba toe | : 
\ i: i “a ew | a - 72 e oe is J we } ooe x oY as 
ee y e. 5a a f iy 3 nr Be * : 5 
ot 4 = i -_ , gy ee <A ‘ 1 Me r P a é 
\ a : ie’ : ae a ~ ees: ae . « : ue i 
| Ny ¥ — +77 ae 2 3g i. 7 | 
y ay | C3 SO ae zie eee: i . -. : oe # * 
2 ime . = bi ie _ \ | 
me 4 (i a fa . Siok. ” : ae 
eee a oo a ete ass +) le BN nee ty 2 
7) aa a es, 4 - = iy > y & t 
; 7a ‘ a a a hy. “a eaa = ~ | cir ~ . : ET sie . 
x pane * i F : ee: Le ae ew i 1S ne . "ae . + sy re 
; = og _- ees ' hae Bea eS : ? ‘ <a " * 3 : re 
, ote a > Beir, oo J ne ih oe ; a he” eo ge 4a “4 
{ a a GF S ee + Re ; + SS : ae 2 
_ Pes. soe a ae se ‘ors : Ge ; : Pees 4 Rt 
f oie eS a ig be ; oe 4 a | : 
2 Bee ee a, Se. =a (Rie cemmeee iee Lo ig a a ae . i - - 5s 4 
eee i a | Be ee eee Fs ea: Rs a . - aes Yr eats s eng 2 ~ 
RR ee ae pe oe es. a a 3 es . « ae Se ee ' ; 
’ Di Re one ae 4 oe on er eee > es laa SS ak n a 
’ ee es en d Lae ae Be Ge a < me a “ § y 
th ace ao os ee a gages Ho. ° oe... ee ee 4 - - 
Goer ar Bee ae eee: ae Gate Po es ; ie wae > ee a oo =i : . 
eee Brie 3. ee ae Berea i 5 oe g eee) ey ~~ @- = ‘, 4 ; ny 
i ee ae Cee a ee a ee tas reat ee) ; oe es is a a ee. is = gee ; 
iN ieee: tl : 4 : eee ee 2 \ < % Meg, ae Se Pt ~ hist 
: a See += oe: ogi : a , ; So eae Ly , . i pa =, feasts ie ae “fi a +: 
ees jog ih é ; ; eo ee Bees (= = a - oe eee or ae ey Bee Sl ry 
. il SS Mi ae a. a oe Whee | | a es ; Bee) ee pees: oo gti ca 
i‘ « a ee y — ee . x : . nn oe. mi ae 2 Ba jee 2 
{ shige See (3 Shey aa aa £e) \ ae . a ey ; oi an GW ee be Sora ay : 
ee . a : “ae eee ae " R 3 RS =. 5 ae RR ae eS ; 
 ? SS ee ae > ee : Bie as, a ae . é Dae? po oe 5.) \) fc Re a : 
t Fa ti ee . + s bole Go, ee af _ % Se ae Ne a be nat 
ier Gee > ; 0 a oS . oy, RE Shag B * ae fe es 7 Be 
{ > eee et - ae ae j Fhe an ~~ 3 a Bee — ang nc: a a —— ae te, 
5 : “ae sd ale ¢ “we Me Se . r - ; oe wee au dy 
= . 2 eS 2° - . cae £1, : 
t aay 
‘¢& 4 
; a ll £ 
) ee obo ae ~ git teal ie 
i ee ae _e 
a ao - 
ee ome. S 
ees ff ‘¥ : 
j Bk nie ~~. 
i¢ ‘ * ee fs : : 
= & hn | ok , a : 
a at 7 tee : ot ‘ se 3 - = if 
a, : ae Qo ee tae ai. a icp 
ft So oe Se a “4 
5 as 2 2. se ties Se Bus 5p a 
eens oe oo 2 ce S ae ot eS fe ad 
oe i Be ee ae Pele a wh Fis P sn, fel se ac 
> Mr i oe 25a ee a : , 
_. gt a a aS chee ia 5 . 7 ee 5 oa hae o pe a. , ay ‘& ioe 
ee ae ie 2 OS a Wokeeees eh : 
“aa Oo SS ee Pa. ea Sara: j 
Ws i ee Hey d 
I ; 
\ P . ce gt tone ae : af es . 4 
oes et ae ‘ § rs 
ae ge Sie % Rangel 2 : 
a, stot, re Gf ~ 
( a ny of prs ay i 7% 
. See a 
ee 
, va 
} 3a / Bs 
con / 

ane { | - : G é a 
ne (| SS BAe Coy: , 
Roe } Q | 4 $Y ss i ef o ; 
i } emer a : : eS Fa . at 

; a * i, : | non : : - / 4 ~* 4 

; : | Baer , Peace or, 7 ad < § 

; — ) : oa ‘ i Ws seme ’ e 

‘ 1 Po en ee ees 2 oe 7 4 eo : R 

} ‘ < Sa ™“ aa nee Bi “ae : 

4 | s oe . be ; © 7 Fate 'y a, ee my - A t* Ls 

‘ | Pe — re ~ -_— 5 Pe : ‘me Ge f 
Leven _ ieee : Py MB a - 

; ow S ee — ae iS ih ‘ge es 

wees fo Elles big BES Is nt : 

t \ si bei “1ahoeg gi ih | oi * 

i | \ | = ww ae" ae J set _ 

i ie Se 2 RON el i . A Ber juga: = i, 
' — | fer cs — oe ate xo Be < 
l A Oe il ri R i _ a ast q 4 
. acai eer Lt ee ae . " 
aie). m mp fay / : 
1Dr. Meyer Friedman able fe Wee SS : 

@ Fi ee i= ee % lee heen eet a uf 
*Ray Rhodes, vp, Paul H. Raymer Co. 2s « teacatamal tata ti a ae wee : ? _— aa aK 
ran Seana. general sales manager, iy i i a aos 4 a, ales : zs iw © ch ie: vate i 

° . eee oe 1 eae - ee x a ; : 
«Jerome Rosefield, general manager, Skip- | eee a Sw, Ae ae ; 
i py peanut butter division, Best Foods Inc ~~ ee ai ; 

' s’Wayne Steffner, Wayne Steffner Produc- aan » . , i 
tions. 7s 
crce a 4X Tapered Leader Batwing Beethoyen he 
Guild. pa . “ 

an oe aig me ee aes Re 2 au Ne 2 i eta “gan “2 7 ae ae 7 Seg a ais seme Dart g: Be, © a ot ; oe ie $e x z $ gee * lies By ig a ‘ SAT ce aii eae pra : 

ee ee ee. ee ere ee i aa eee Me i tee eae. 2s oS : Shen 2 > eee ee Ae ee ; eS be . 

heh of Mma: laud oa oe — - ee. See Ne Fea: ) 35 is ag ee 


No Matter Where Yellow Went, Most 


Pepsodent Gold Is 


(Continued from Page 2) 

of a fear that this approach was 
“old hat.” This argument, how- 
ever, was outweighed by the mem- 
ory of what an earlier singing 
commercial about Miriam and 
Irium had done for Pepsodent 
sales. 

Lots of jingles went into the 
wastebasket before FC&B’s Don 
Williams (music) and Terry Macri 


Going into Radio 


(words) came up with one that 
was considered good enough for a 
test. The “vanishing yellow” 
couplet was combined with synco- 
pated talk to get across the sales 
points—clean teeth, pleasant breath 
and prevention of tooth decay. The 
one-minute spots went on the air 
in Los Angeles and Portland, Ore., 
in November, 1955. 

Within a few weeks, warehouse 


1ST BOY: Hey, 
Susie Q .. .What’s 
cookin’ with you? 


2ND BOY: Your 
teeth look whiter 
than new, new 


SUSIE Q: (Lip 
synch) My teeth 
aren't new... 


...get with it 


Pepsodert 


PACKAGE 


e New package... 


| handling the lyrics. He didn’t work food stores have shrunk 


movement, spot checks at the re- 
tail level and spot checks with con- 
sumers on the awareness of the 
commercial convinced Lever that 
the jingle was catching on. 


s Immediately FC&B got the sig- 
nal to buy a heavy schedule of 
announcements, station breaks and 
participations in key markets 
throughout the country. And 
Pepsodent’s biggest radio push in 
years was on. 

Though Mr. Breckenridge and 
his associates consider this basic- 
ally an audio campaign, television 
was slated to play a role in the 
drive from the outset. Animated 
tv commercials were filmed early. 
As soon as the test results were 
evaluated, the jingle started roll- 
ing on tv. 

Designed especially to appeal to 
the teen agers, the talk section of 
the tv commercial has a modified 
rock ’n’ roll beat. The jingle’s 
initial video exposure came on the 
Arthur Godfrey simulcast (CBS) 
and on “Lux Video Theater” 
(NBC). The current tv schedule 
includes spots and participations 
in a half dozen major cities; par- 
ticipations are mainly on music 
shows with a teen-age following. 

On network tv the Pepsodent 
jingle currently gets parts of the 
commercial time—which is shared 
with other Lever products on Art 
Linkletter’s “Houseparty” (CBS), 
the “Gordon MacRae Show” and 
“Lux Video Theater” (NBC), and, 
until July 1, on Godfrey’s day- 
time simulcast. 


® Radio, however, is the big gun 
in this sales battle, with more than 
half the total Pepsodent budget go- 
ing into spot radio. In addition, 
there is supplementary support on 
the network level from com- 
mercials on ‘“Houseparty” and 
“Aunt Jenny” (CBS Radio) and the 
new Bob & Ray program on Mu- 
tual. 

The jingle also may be in for 
heavier play in the brand’s print 
advertising. Sunday supplement 
and comics ads usually are de- 
voted to specific promotions for 
contests, new sizes, boxes, etc. But 
a half-page comics color/ad sched- 
ule, with the jingle illustrated 
with the drawings from the tv 
commercials, now is’ running in 
the Chicago Tribune. Just how ex- 
tensively Lever will use this ap- 
proach in print remains to be seen. 
In any case, the ad has been tested 
and print ideas are ready if needed. 

“We know that this approach 
works on radio,”’ Mr. Breckenridge 
said. “But we like to have some- 
thing else ready in case the re- 
sults of the radio and tv promotion 
begin to taper off.” 


@ Mr. Breckenridge indicated the 
“yellow” jingle has increased sales, 
but he would net indicate how 
much. He said merely that the 
company is very well pleased with 
the sales picture. Lever executives 
also feel this campaign is paying 
off in the kind of word-of-mouth 
plus that comes from advertising 
which strikes the public fancy. 

A very good indication of: how 
well an ad slogan Ysj catching on 
is the amount of attention paid it 
by the comedians. Everybody from 
Bob Hope to Jack Benny has been 
building gags around the jingle— 
an indication that they think the 
audience is familiar enough with 
the singing commercial to get the 
joke. 

An even stronger indication is 


New formula, too. 
Means brighter 
smiles for me and 
you! 


You’ll wonder 
where the yellow 


When you brush 
your teeth with 


Pepsodent into the lyrics, but the | one-third in the last five years, 
first line of the song goes, “You'll | according tc a study conducted by 
wonder where the yellow went.” (Food Topics in four “typical” 

And by now practically every- states. The study indicates that 
body knows what comes after that relative store trading radii are 
line. }some 29.9% smaller than in a sim- 


ilar study made in 1950. 
Mactadden Reports Ad 


While trading radii are generally 

Figures for True Story Group | smaller, supermarkets in larger 
Macfadden Publications Inc.,| “ities showed larger trading radii 
New York, which was not listed in|*han were indicated in the 1950 
study. Food Topics says this is 


the action of Decca Records, which 
thinks the jingle has the makings | 
of a popular song. If there is a 
familiar ring to a new record you'll | 
be hearing next month, don’t sacl 
surprised. 


® Don Williams, who wrote the 
music for the jingle, took his tune 


AA’s compilation in the June 25 
issue of “Advertising Pages and 
Linage in Consumer Magazines,” 
reports the following May figures 
for its True Story Women’s Group 
(figures in parentheses are for 
May, 1955): 

True Story—28,969 (24,905) 
lines, and 67.53 (58.05) pages. 
True Love Stories—10,737 (12,806) 
lines, and 25.03 (29.85) pages. TV 
Radio Mirror—10,902 (12,302) and 
25.41 (28.68). True Romance— 
10,713 (12,478) and 24.97 (29.09). 
True Experience—10,781 (12,508), 
and 25.13 (29.16). Photoplay— 
20,598 (22,167) and 48.01 (51.67). 


and turned it into a rock 'n’ roll Food Trading Radii Shrink 


song, with the quartet which re- 
corded the singing commercial: 


Except in Larger Cities 
The trading radii of most retail 
nearly 


probably due to the increased de- 
velopment of parking lots, shop- 
ping centers and consumer tend- 
encies to patronize more than one 
supermarket. 


Warnke Named Manager . 

Arthur H. Warnke has been ap- 
vointed branch manager of the 
new Philadelphia office of St. 
Georges & Keyes. Mr. Warnke was 
formerly a member of the New 
York sales premotion staff. 


‘McCall's’ Names Hughes 

George Hughes, formerly with 
Blanchard-Nichols Associates, has 
‘oined McCall’s as San Francisco 
district manager. The magazine 
has opened an advertising office 
in the Russ Bldg. 
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, PAUL S. PATTERSON 


Mr. Patterson has held his present position with 
the Florida Citrus Commission since February, 
1953. Previous to that, he was director of advertis- 
ing and merchandising for Rieck-McJunkin Dairy 
Company. His association with this company, a 
subsidiary of the National Dairy Products Asso- 
ciation, extended over eleven years. 


“Pat” Patterson has the responsibility for admin- 
istering a consumer advertising program involving 
3 million dollars which is placed through the Ben- 
ton & Bowles agency. He is also responsible for the 
Commission’s medical and professional ad pro- 
gram, placed through Noyes & Sproul, Inc., as 
well as a food publicity campaign handled by 
Dudley, Anderson & Yutzey, each requiring an 
investment of $100,000 per year. 


During the three years he has served the Com- 
mission, Florida has produced two of the largest 
citrus crops in history. This includes the current 
season’s crop of 133 million boxes, which is second 
only to 1953-54 production. In many respects, the 
current season is regarded as one of the most suc- 
cessful the industry has ever enjoyed, because 
although production is high, prices have been 
above the post-war average for all fruits and prod- 
ucts. No small part of this achievement can be 
credited to demand created by effective advertising. 


1 Year (52 issues) $3 


“i consider Ad Age 


says PAUL S. PATTERSON 
Director of Advertising 
Florida Citrus Commission 


“Advertising Age is the only advertising 


trade paper which I consider | must read 
every week. Its reporting is up-to-the- 
minute, factual and complete. | have 
been a cover to cover reader for many 


years, and clip many AA items for future 


reference.” 


‘must’ reading every week” 
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Colgate in. Peril? ... 


P&G Elbows Its 
Way into Busy 
Dentifrice Market 


New York, June 28--Is Procter 
& Gamble the new colossus of the 
toothpaste business? 

The answer is: “No----not yet.” 

But there’s good reason to raise 
the question at this time, because 
things have been happening in the 
topsy-turvy dentifrice business 
lately that are standing many an 
adman’s bristles on end. . 

For example, April-May trad 
reports indicate that: 

1. Crest toothpaste, introduced 
by P&G only last October, may 
very well be replacing Pepsodent 
as the No. 3 brand in the country. 

2. The combined sales of Crest 
and Gleem, launched by P&G in 
September, 1952, may equal or pos- 
sibly exceed the combined sales of 
Colgate-Palmolive’s Colgate ‘tooth- 
paste and its new fluoride Brisk. 


@ One source indicates that sales 
of Crest and Gleem for the period 
totaled slightly more than 34% ‘of 
total dentifrice sales, of which 
Gleem accounted for about 21%. 
Sales of Colgate and Brisk were 
thought to be 33.8% of the market. 
P&G was reported to be something 
less than 1% ahead of Colgate, not 
counting variety and department 
store sales. Were the latter to be 


op) 
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Get your BASIC 
MARKET DATA 
the easy way! 


Why strain when you can 
get all the basic market 
data about every major 
‘trade and industry easily 
and quickly in IM’s 
Annual Market Data & 
Directory Number, June 
25th. Nothing else like it 
anywhere! 

Trial subscription brings 
you one copy of IM each 
month plus the annual 
556-page Market Data 
Number—all for only $3. 


Mail Coupon Today 


INDUSTRIAL MARKETING 
200 E. illinois St., Chicago 11 
Enter my year's trial for $3. 
My money back any time I'm 
not satisfied. 


included, Colgate, because of its 
variety store tradition, might 
squeeze out P&G. 

Further, these reports are too 
early to permit the observer to 
gauge properly the effect of the 
introductory campaign now in 
progress for Brisk, which began 
late in April. Once that product 
gets up a head of foam, Colgate- 
Palmolive dentifrice sales will un- 
doubtedly surpass P&G, at least 
temporarily. 


® Despite all these “ifs, ands or 
buts,” and one or two more modi- 
fications (suchas unmeasured Col- 
gate sales to private brand man- 
ufacturers), the most significant 
fact about this story is that the 
soap giant from Cincinnati, in 
about four years, and with prod- 
ucts that were not even in ex- 
istence until that time, has come 
within a hairs’ breadth of equalling 
the sales of a company which has 
been marketing dentifrices for 
some 50 years and once sold vir- 
tually one out of every two tubes 
of toothpaste in the U. S. 


A little more than two years ago, 
when P&G launched Gleem in 
New York, these columns specu- 
lated over the soapmaker’s heavy 
opening barrage (AA, Feb. 8, '54) 
and asked whether the biggest 
name in the soap business was also 
out to become the biggest name in 
the dentifrice business. The answer 
was yes, and it appears even truer 
today. 

Latest rankings in the toothpaste 
business and their approximate 
share of market go like thjs: 

Colgate, Gardol and Brisk .... 

Gleem 

Crest 

Ipana we 
Amm-I-dent 2.0.00 cee 


s Especially noteworthy is the po- 
sition of P&G's anti-enzyme, 
Gleem, and fluoride, Crest. The 
last time P&G went into the tooth- 
paste business it was with liquid 
Teel, in 1937, and the company 
would just as soon forget that ex- 
perience. 


years now, Teel had not been ad- 
vertised for some time before then, 
but it was selling in small quan- 
tities, particularly in the Latin 
American market, where it had 
acquired a devoted, but entirely 
too exclusive group of users who 
liked the taste. 


= The current toothpaste turmoil 
goes back to 1950, when a green- 
colored substance made its debut, 
and before long chlorophyll was 
being used virtually from the feet 
to the mouth. Chlorophyll had a 
short but sensational effect on the 
American consumer, particularly 
in toothpastes, but it was soon 
supplanted by the anti-enzymes, 
and the business has now moved 
into the era of the fluorides. 

In the course of this five-year 
frenzy, the total dentifrice market 
has expanded some $50,000,000 to 
its present level of about $145,000,- 
000 at the retail level. Obviously, a 
lot more people are now using 
toothpaste or people are now using 
a lot more toothpaste. 

And Procter & Gamble, four 
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years new as a successful tooth 
paste marketer, is selling roughl 
one-third of this market. 


NBP Names Committee 

Richard S. Kline, general man 
ager, Gardner Publications Inc. 
has been reappointed chairman o 
the committee on standard prac 
tices of National Business Publica 
tions, Washington. F. DP. Rice, 
of Penton Publishing Co., has bee 
named vice-chairman. Committeé 
members are M. E. Herz, publish- 
er, Modern Medicine; J. H. Moore 
Jr., president, Moore Publishing 
Co.; Junius Smith, president, Clar 
Publishing Co.; C. R. Don Suther 
land, vp, Petroleum Transporta- 


tion Publishing Co. and J. How 
Thomson, vp and publishing direca™ 7 


tor, Electric Light & Power. 
Gordon Joins Walker Sheriff 


Walker B. Sheriff Inc., Chicago, ' 


has appointed Wallace J. Gordon 
a copy group supervisor. Mr. Gor- 
don formerly was with Ruthrauff 
& Ryan, Chicago. 


Off the market for about two 


Memo 


to DAVE HOOPES 


Advertising Sales Manager 


INDUSTRIAL AND ENGINEERING CHEMISTRY 


When readers of Industrial and Engineer- 
ing Chemistry pick up their August issues, 
they'll find a magazine re-designed from 
cover to cover. 

I'd like to tell you what the improve- 
ments are, how they'll make I&EC even 
more valuable to the original plant, equip- 
ment and materials market of the chemical 
process industries. 


The Editorial Goal 


When they started to re-design I&EC, the 
editors had one basic idea: to make it a 
more helpful, more authoritative work book 
dealing with product and process design, 
development, research and marketing. They 
put together the new I&EC only after what 
may well be the most thorough single study 
of reader needs and habits ever made by 
any magazine serving the CPI. 


The Readers Told Us 
What They Want 


Early this year we went to National Ana- 
lysts, Inc., one of the best-known market 
research organizations in the country. 

We told them, “We want a thorough study 

\ of reader habits and reader needs in the 
‘chemical process industries. We are going 
to base editorial and circulation policy on 
this study. We want it to be as objective 
as it is thorough.” 

National Analysts made three hundred 
personal calls on readers of chemical maga- 
zines in twenty carefully picked cities. 
Among these were two hundred I&EC 
readers. 

The results of this survey fill two large 
volumes of statistics, five hundred pages 
of them. 

I believe, indeed I’m sure, that today our 
editors know more about the habits and 
needs of their readers than do the editors 
of any of the other magazines in the chemi- 
cal process industries. 

They know not only what readers want, 
they know why. 


1&EC Readers 
are Intense Readers 


I can’t begin to summarize the results of 
our survey in a single memo. But I want 
to emphasize one significant fact about the 
readership of I&EC; its intensity and thor- 
oughness. 

Listen to this, Dave! A study of nine 
regular features and departments showed 
that three of them are read regularly by 
seventy percent of I&EC readers. None is 
read regularly by less than thirty-four per- 
cent of the readers. 

The average readership of all nine fea- 
tures is fifty-four percent, an unusually 
high figure. 


What The New I&EC 


Will Be Like 


Here’s a condensed blueprint of the new 
I&EC: 

1gec ForecAST: A new department. It predicts 
and analyzes trends. I don’t need to tell you 
how vitally I&EC articles affect trends in 
the CPI. This new department highlights 
this fact. 

AN EXPANDED SECTION ON NEW MATERIALS AND 
equipment: When seventy percent of a maga- 
zine’s readers tell you they read a depart- 
ment regularly, you’re bound to see that 
that department gets extra special treat- 
ment. Our editors have expanded the new 
products section, adding more product dope 
of the kind readers find most helpful. 
sriers: This is another seventy percent read- 
ershi> department. These short abstracts of 
the technical I&EC articles help the busy 
I&EC readers keep up with the most sig- 
nificant developments in their fields. Briefs 
have been made more helpful, easier to read, 
easier to file. 

WORK BOOK FEATURES: Some of the more pop- 
ular departments will be made more service- 
able to readers by typographical treatment 
and by a device that helps in clipping and 
filing. 
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Department Store Sales... 


Sales Gain 6% in Week Ended June 2 


% Change from "55 


WaAsHINGTON, June 28—Depart- 


ment store sales in the week end- pe ~~ 
ing June 23 were 6% higher than| putriet, Aces and City baie Change from 1955 
sales in the similar week of 1955,| UNITED STATES .................. ~ +9 +2 
the Federal Reserve Board report-| Beston District 0.00000. +15 +91] Week Ended 4 + 6% 
ed today. aera Ape Mm 6 June 23, '56 
For the four weeks ending June Downtown Boston | ........ $+ 846 
23, sales were 8% ahead, and for Suburban Boston +21 +16 
the year to date they were 4% a re 3 Ben 1 to 
asc nse, _auiney +2 +H} Sune 23,56 | | +4% 
we 
s All 12 FRB districts reported) Cities ~ 
gains, as follows: Boston, 12%; ay 
New York, 9%; Philadelphia, 10%; ° sis 
Cleveland, 3%; Richmond, 5%; At- ai, el ngs SG egeeS 
lanta, 2%; Chicago, 6%; St. Louis, +11 t 
6%; Minneapolis, 12%; Kansas 
City, 9%; Dallas, 6%, and San ta) mee” 


Francisco, 4%. 

A detailed breakdown of the 
sales in these districts will not be 
available until early next week. 


‘For the previous two weeks, how- 


ever, sales broke down as follows: 


Philadelphia District ............ r+l1 
Metropolitan Areas 
WAI BOT one cscceneeeeeeecene .- +18 
DEORIT ceiiececentveseecniccrsies one Te F 


Department Store 
Sales Barometer 


+10} Metropolitan Areas 
+17 Lexington 


+15 Cincinnati .. 

Cleveland _e... 
+17 Columbus... +13 
+15 Springfield ... +13 


TIED snsssnnsennincitihiniaiane anal 0 
Erie seek - +8 
Pittsburgh ................ . +4 
Wheeling- Steubenv . +85 
Richmond District ................ +11 


Metropolitan Areas 
Ww he ot. 


evecsvcdecoscesscsecseceress 


Atlanta District .................. 
Metropolitan Aress. 
Birmingham 9... +5 
Jacksonville -_ 
Atlanta ........ 


Chicage District ................. + 8 


1aec reports: This staff-written department 
is our third seventy percent readership fea- 
ture. Radically re-designed, it carries more 
pictures, has more items that interpret and 
analyze. 


THE PROFESSIONAL SiDE: The study emphasized 
that the high type of reader who takes 
I&EC has a strong professional feeling. 
Readers in all title classifications voted 
“The Professional Man” their favorite de- 
partment. Under its new title it will con- 
tinue to cater to the highly-developed pro- 
fessional sense of I&EC readers. 


1&EC HINDSIGHT AND FORESIGHT: A new feature, 


‘it gives I&EC readers a better perspective 


on new developments by looking both to 
the past and the future. 


IDEAS EXCHANGE: Here readers ask questions 
of outstanding authorities and get short, 
explicit answers. This helpful service has 
been expanded. 


BOOK reviews: An added feature. It is not 
surprising that the influential, thoughtful 
readers of I&EC asked us to help them keep 
up with the best technical literature in 
the field. 


NEW TABLE OF CONTENTS: A new and improved 
type of table of contents, designed to give 
I&EC readers a quick, brief, bird’s-eye view 
of each issue. 


OTHER EASY READING. IMPROVEMENTS: New type, 


three column 
layout of all 
articles, better 
paper, tighter 
editing, 
improved 


headlines, more 


illustrations, 
make for faster, 
crisper, more 
informative 


reading. 


1&EC’s Reviewing Policy 
Means Authority 


At least two qualified specialists review 
each technical article in I&EC before it is 
published. Thus it carries not only the au- 
thority of its writers and the O.K. of IAEC 
editors, but also has the approval of leaders 
in technical thought and development. This 
policy will be continued, of course. 


Continued Reader Surveys 


To keep our editors abreast of reader opin- 
ion, we’ve retained the Eastman Research 
Organization to make regular studies of 
I&EC readership. 


Better Service to Advertisers 


The new, improved I&EC will continue to 
specialize in serving the original plant, 
equipment and materials market |of the 
chemical process industries through the im- 
portant functions of Design, Devel pment, 
and Research. The National Analysts sur- 
vey shows that I&EC readers are s¥ ecifiers 
and buyers. They are advertising veaders. 

The new I&EC, we believe, wiil have 
even greater reader traffic through the ad- 
vertisements because of the greater interest 
in the editorial content. 

Past experience, frequent field contacts 
with readers and advertisers, the findings 
of the National Analysts study, continuing 
reader studies: these equip cur editors with 
unrivaled facilities for serv.ng the interests 
of I&EC readers. 

That’s the story in b-ief, Dave. I think 
you will agree with me that the editors have 
done an outstanding job. I think you'll also 
agree that the new {&EC will give both 
readers and advertisers in the chemical 
process industries 4 magazine that even ex- 
cels the one they have so heartily endorsed 
in the past. 


Sincerely, 


C. B. LARRABEE 
Director of Publications 
Applied Journals 


Chemical Society 
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F&S&R Creates ‘Internship’ os 
Fuller & Smith & Ross has “e 
created a college “internship” pro- 

gram in conjunction with Syra- 

cuse University. Under the pro- ¢ 

gram, a top advertising student aE 
in the university’s school of journ- A 
alism works at the agency’s New 
York office during the summer 
prior to his senior year, participat- 
ing in the activities of as many as 
six different account groups. Sub- 
sequently the student may be of- 
fered’ a permanent position after 
graduation. 


Carling Elects Garretson 
Robert C. Garretson has been 
elected vp in charge of advertising 8 
of Carling Brewing Co., Cleveland. Ss 
Mr. Garretson, with the company 
since 1948, formerly was general 
advertising manager of the brew- 

ery. 


1,193,444 
LINES OF tsi 
RETAIL GROCERY 


The Riverside Press & Enterprise pub- , ie 
lishes more retail grocery advertising 
than 3 of the 4 Los Angeles newspapers. 


L. A. EXAMINER 840,593 Lines* - 
L. A. TIMES 1,348,630 Lines* “at 
L. A. MIRROR-NEWS _ $35,700 Lines M 
L. A. HERALD EXPRESS 635,761 Lines oi 

*Daily and Sunday aa 
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Disagrees With Editor 
on ‘Pressurized Purchasing’ 

To the Editor: Whoever wrote 
your “Pressurized Purchasing” edi- 
torial in the June 11 issue of Ap- 
VERTISING Ace must have been 
using the wrong glasses when he 
read the news release on which 
the editorial was based. Other- 
wise, it would be hard to under- 
stand how he could have arrived 
at such a distorted and incorrect 
conclusion. 

I have read the release and can 
find no statement or inference in 
it to the effect that\ exhibiting in 
the National Hotel Exposition is a 
prerequisite to selling to hotels. 
And, what is so untouchable about 
“traditional buying practices”? I 


The Voice of the Advertiser 


-&.This department is a reader’s forum. Letters are welcome 


know quite a number which are 
unsound and should be upset and 
I'll bet there are a couple in the 
publishing business, too. 

If it were not for the injustice to 
Tom Troy of the Hilton chain, your 
analysis of the situation might be 
a little funny because it is so far 
from being true. Actually, the 
meeting held by that gentleman 
was for the sole purpose of 
encouraging important buyers to 
use the facilities of the National 
Hotel Exposition and thus benefit 
both themselves and exhibitors. As 
chairman of the exhibitors com- 
mittee, I can assure you there was 
no pressure brought on Mr. Troy 
by the exhibitors—and I can as- 
sure you that neither the show 


There’s An 


Easier Way 


To Get Attention... 


THE BEST. WAY... 


Sell to men? Marry your customer in subtle 
way! Reach 1,200,000 reader-buyers, 98% 
male. Concentrate in THE SPORTING NEWS. 
Men buy it, like it, read it from the front 
page to the last. And have confidence in it. 
It’s almost as old as baseball itself anc just 


management nor any of the hotel 
association committees connected 
with the show have ever exerted 


any “pressure” on exhibitors or|- 


potential exhibitors. The show 
management is far too professional 
and too smart to try any such 
tactics. Furthermore, such tac- 
tics are not needed. The show 
in the Coliseum this year will be 
the biggest in history and it was 
completely sold out on May 11— 
well before Mr. Troy called his 
meeting. In previous years the sell- 
out date has seldom been later than 
July 1, and I am sure you will rec- 
ognize the significance of that fact 
when you remember that the show 
does not take place until early No- 
vember. 

Another significant fact is that 
two separate evaluation surveys of 
the National Hotel Exposition, one 
by National Assn. of Food Equip- 
ment Manufacturers and the other 
by the exposition management, re- 
flected almost identical results in 
so far as over-all opinion of the 
show is concerned. The NAFEM 
survey found 98% of the exhibitors 
reporting favorably on the show 
and the exposition survey found 
96%.% favorable. With the ex- 
hibitors expressing such endorse- 
ment of the show and with the 
show space sold out, where is there 
any need for pressure? 

Your misinterpretation of the 
press release is probably not going 
to result in any serious conse- 
quences. Nevertheless, in justice to 
the sponsors and managers of the 
National Hotel Exposition, I think 
you should reinvestigate the facts 
and then print any clarification or 
retraction which seems appropriate 
to you. 

J. T. Heri, 

Sales Manager, Savory Equip- 

ment Inc., Newark. 

* e * 
Consistency Pays Off 

To the Editor: Here is proof 
positive that consistency in adver- 
tising does pay. 

Central Bank & Trust Co. of 
Miami, Fla., has been using the 
word “YES” in its advertising 
for the past two years. None of 
our ads are larger than one column 
by five. The average will run one 
column by two. We run a mini- 
mum of two ads a day in each of 
the local dailies, and one each week 
in the major area weeklies. 

The facsimile post card attached 
herewith was received in the mail 
yesterday morning. It was mailed 


on the 7th of June and arrived on 


the 12th—a mere five days with 
a weekend intervening for a post 
card is normal service; therefore, 
there could have been no delay in 
the post office trying to decide 
which bank the sender was refer- 
ring to. 

We are delighted with our theme 
of “YES,” which has taken such 


AIM), Flown 


is synonymous with Central Bank. 
We anticipate carrying this same 
theme through now in all of our 
advertising, including our tele- 
vision and direct mail. 
J. SAMUEL GARRISON, 
Director, Public Relations, 
Central Bank and Trust Co., 
Miami. 
+ 7 ” 


He Hasn't Found a 
Substitute for ‘Experience’ 

To the Editor: I read the com- 
ments of Mr. Norman Strouse re- 
garding “explosive personnel re- 
quirements” with the highest de- 
gree of interest. Alas, this tre- 
mendous problem confronting ad- 
vertising agencies has been a per- 
sonal matter with me lately, and 
it is my observation that many 
agencies are not aware the prob- 
lem exists. Apparently, at least, 
many agencies do not feel it in- 
cumbent on themselves to assist 
in developing or training the work 
force which will be required. 


How many aspiring advertising |: 


men and women, fresh from col- 
lege, have listened woefully to the 
chorus of the sad refrain, “Sorry, 
but we are looking for a person 
with ‘experience’.” 

Take the example of a young 
man who began to hear the refrain 
in his sleep and finally went to 


work in a small agency to get “ex-/§ 


perience.” After half a dozen years 
getting “experienced,” he decided 
to get off the dead end street and 
move up. 

Once again he calls on the me- 
dium and large-size agencies... 
“You have a fine background but 
we're looking for a man with 7- 
wheeled, jet engined tractor ex- 
perience”...“This work really 
looks good, but we want a man who 
has done nothing but write X’s for 
thé last several years...I don’t 
know if we'll find him.” 

That some of the larger agencies 
prefer to swipe help from other 
agencies their size becomes ob- 
vious to our “experienced” ad man. 


To his questicn, “Where can the 


all too common. 
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barrier be broken?” he receives a 
friendly, paternal and obscure an- 
swer. 

Yes, Mr. Strouse, there is a 
problem...double edged. After 
three months of searching for a 
new opportunity I guess I had bet- 
ter look to “seemingly greener pas- 
tures”; who knows, maybe some 
day an unrestrained proselytizer 
may discover me and return me to 
the field I like best. I imagine my 
experience (not “experience”) is 


NaME WITHHELD 
. © © 


British Television 

To the Editor: I refer to the 
article by the Eye & Ear Man, 
“Television Goes International” in 
Apvertisinc Ace of April 30 and 
in the interest of accuracy would 
call your attention to the facts 
that— 

1. ALL existing television sets in 
England did not have to be con- 
verted to receive the new commer- 
cial channel. 

2. The BBC is NOT a govern- 
ment channel. 

A. J. S. BuTLer, 

Publicity Manager, Batger & 

Co. Ltd., London, England. 

Mr. Butler’s first point is cor- 
rect. His second is also correct 
technically, but scarcely practi- 
cally. BBC is a “government cor- 

»”’ in much the same way 
that TVA is in the U. S. A. 
* 


Can It Be? 
To the Editor: The attached 
clipping is from a recent issue of 


a Chicago newspaper. 

Wonder if it’s true? 

KENNETH M. BENJAMIN, 
Chicago. 

. e * r 

Hard Sell Lacking Here 

To the Editor: It’s a bit puzzling 
to read the ominous state of affairs 
apparently now existing for new 
car dealers; that’s in light of one’s 
personal exposure to dealers’ “sell- 
ing” efforts. 

This was my experience: Early 
last March my wife and I debated 
whether to trade our 1954 model 
before leaving for a Florida vaca- 
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tion. Friend wife was asked to take 
the car to Dealer A, and see what 
she could do. In the meantime I 
was to call the other three deal- 
ers; describe our car and acces- 
sories and get a “jumping off” 
price. 

Mrs. M called from Dealer A 
with the news...our car and 
$1,200. That’s to the nose what the 
other three offered. To each I had 
given my name, business con- 
nection and address. This before 
an estimate was even requested. 

“So “old hoss trader” McPher- 
son thinks $1,200 is the “asking 
price” ...and so I told my wife: 
“Tell the man ‘no.’”” Five minutes 
later my phone rings. It’s the sales 
manager with an offer of $1,100. 
You can’t hang a man for trying. 
My offer was $1,000. He wouldn’t 
bite... but by now I was mentally 
behind the wheel of a '56. If he 
had said $1,075...there would 
have been one less new car on 
dealer’s inventory. 

This I want to emphasize: The 
refusal to break below $1,100 is not 
my criticism. Only the dealer 
knows where black ends and red 
begins. If he can’t make a profit, 
he shouldn’t sell—unless desper- 
ate. But in the name of American 
salesmanship the following is out- 
rageous (A) Not one of these four 
dealers gave me (then with the 
new car bug) even one weak sales 
argument as to why I should buy 
now. (B) Although all four had 
my name and address; knew I had 
an inclination to buy...not one 
has by mail, phone or personal 
call since even asked me (let alone 
tried to sell me) to buy a new car. 

As an agency executive I read 
my share of advice from adver- 
tisers that agency people must “in- 
crease their creative efforts; con- 
tribute more ideas and generally 
get on the ball.” (If my personal 
clients read this—of course, I 
don’t mean them!) One begins to 
wonder if the other horse (hard 
personal selling) shouldn’t be 
brought out of the barn; hooked up 
as a team with creative advertis- 
ing... and help pull the load. Then 
maybe there wouldn’t be so many 
damp towels around! 

Maybe some researcher could 
tell us to what astronomical heights 
our economy might reach—if a 
bit of old fashioned hard selling 
was applied to the “pushovers” 
creative advertising has set up. 

Aside from the advertising in- 
terest, I’m getting resentful as a 
consumer. I’d like to be wooed— 
as in the days when brilliant per- 


sonal salesmanship was the mark |’ 


of an honorable profession! 
Leo A. McPHERSON, 

Byer & Bowman Advertising 

Agency, Columbus, O. 

P. S. If any Columbus dealer 
reads this—my yen for a ‘56 is 
gone. I’ll wait at this date for the 
new ones. (And I’ve made a “men- 
tal bet” on this observation.) 


Give This One Some Thought 
To the Editor: You sometimes 
report incidents of makeup in 
magazines; some are amusing, 
others embarrassing. 
Over the weekend, two instances 
of odd juxtaposition of advertising 
messages came up. They were not 
amusing at all; they illustrate just 
how callous advertisers can some- 
times get, and how much lack of 
foresight, common sense and com- 
mon decency advertisers can show. 
On Friday night, an NBC news- 
caster was primarily concerned 
with President Eisenhower's ail- 
ment. Throughout the broadcast 
much was made of upset stomach, 
request for milk of magnesia, etc. 
Constant reference was made to 
previous stomach upsets suffered 
by the President; especial refer- 
ence was made to the September 
heart attack which had been orig- 
— announced as a stomach up- 


ge eR ee ee me 


honey voiced female pitched the 
following, in substance; “Want to 
insure a happy weekend? You 
know you deserve leisure on your 
days away from work. But we 
know upset stomach can come 
from overeating, overdrinking; or 
it can come before, when you pre- 
pare for your weekend. To make 
sure upset stomach doesn’t inter- 
fere with your weekend, insist on 
Alka Seltzer ...” 

On Saturday morning, a Navy 
jet crashed into a row of houses 
near Wold-Chamberlain field in 
Minneapolis. The local CBS outlet 


to give 
away cash in the idiotic race to 
bankruptcy going on in Minnea- 
polis 


It was discovered, finally, that 
at least two people had died in the 
crash (actually, six were killed); 
immediately after this announce- 
ment about the dead and burned, 
the following commercial was 
aired. It follows, in substance, its 
original dramatized form: 

“Stewardess: Where are all the 
passengers? 

“Pilot: They’ve all jumped, to 
listen to WCCO’s Big Bill Cash.” 

Fading into the background was 
the sound of the plane, screaming 
earthward so the pilot and stew- 
ardess could either find their pas- 
sengers, or their fortunes by listen- 
ing to WCCO. 

I’ve tried to teach my students 
that offending listeners’ sensibili- 
ties is one of the many roads to 
product suicide. I guess I’ll have 


to change my thinking on this 
matter. \ 


Rocer C. Perry, 
School of Journalism, Univer- 
sity of Minnesota, Minneapo- 
lis. 


For Bargain Hunters 

To the Editor: The enclosed 5- 
column x 18-inch advertisement 
was run for our client, First 
American National Bank, in the 
June 12 issue of the Nashville 
Banner and Tennessean. 

We believe it to be the first 
time that a bank has run this 


type of advertisement appealing 


to bargain hunters,\ and it is in 
keeping with American’s 
policy of advertising to the masses 
of people—further proof that bank 
advertising today has come a long 
way from the staid old advertise- 
ments that formerly prevailed. 
The layout was designed to 
feature the bank’s various services 
in the format the masses of readers 
are accustomed to see when look- 
ing for sale advertisements by re- 
tail stores, and, as you will note, 
the copy was also written in this 


ment has been very good, both by 
the bank’s employes and the gen- 
eral public; and congratulations 
have been received from other ad- 


vertisers. 
D. G. Goopwin, 
Cc. P. Clark Inc., Nashville. 
+ . ” 
Prejudiced? 


To the Editor: The release from 
the American Crayon Co. on your 
June 11 editorial page (“What 
They’re Saying”) states that ad- 
vertising does its job—and is then 
abandoned after a short existence 
to the paper sale or the furnace. 
May I specifically contradict this 
statement in the case of one of the 
most effective primary media in 
the advertising field? I refer to 
wood cased advertising lead pen- 
cils, which carry their selling mes- 
sage from hand to hand to hand, 
until finally the last useful bit 
of life is gone. 

There is, generally speaking, no 
advertising medium which can do 
the special kind of sales jobs that 
pencils can do. My files are full of 
case histories to prove this state- 


ment, some of which I have ac- 
cumulated and some of which 
were accumulated by my father, 
who started in the advertising lead 
pencil business in 1888. 
JoserH A. SHIRLEY, 
Joseph A. Shirley & Co., 
Dallas. 


Fort Wayne City Zone 


Now! Fort Wayne offers more for your ad- 
vertising dollar than ever before. New ABC 
City Zone figures ant room cg lace the 
population of this iana city 


* dy fh iE as its BT per ca _—_ is $2092 


Schedule Fort Wayne in 1956 
FORT WAYNE NEWSPAPERS, INC., Agent 


Che News Sentinel © tH JOURNAES 
Represented by Allen-Klapp Co.—New York—Chicego—Detroit—Sen Pronclece . 


Population now 169,050 


Are you giving Advertising Age the 
attention it deserves during busy 
office hours? We guess that you're 
not. No busy adman can possibly read 


and digest the many 
pages of each weekly 
office. 


That’s why Mr. Burke reads his AA 
at home. His letter: “Few types of busi- 
ness activity can match the speed and com- 
plexity of the advertising industry. Trends 
develop rapidly—news happens fast. For 
me, AA does the job of reporting and in- 


terpreting supremely well. 


interesting and stimulating, with special 
editorial features that time and again are 


worth clipping. 


idea-packed 
issue at the 


Why not give Ad Age an at-home trial? Mail 
the coupon below—NOW—for a year’s sub- 
scription. The cost for 52 issues is a mere $3 
—and you get FREE a copy of the fascinating 
handbook “Point of Sale Report by Leading 
National Advertisers,” containing many fresh 
ideas for sales promotions in the store. 


Every page is 


“I have read AA at home for twenty years, 


for a very simple reason: 


ago there is never enough time during the 
day to give Ad Age the attention it de- 


” goprrepesanehorgesah 0c: eoroteast sont yggoad 


1 ADVERTISING AGE, Dept. M51, 200 East Illinois Street, Chicago 11, ilinois 


I learned long 


FREE 
VALUABLE HANDBOOK 


Please enter my l-year (52 issues) subscription to Advertising Age 
at the regular $3 rate and send me FREE a copy of POINT OF LE 
REPORT BY LEADING ADVERTISERS. 
My Name. 
Company. 
C) Company 

i Zone__. State__ 
0 $3 enclosed D Bill me (C0 Bill Company 
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TREND?—A lie-detector monitored a live telecast of a commercial 
for Frigiking automobile air conditioner—and the tv announcer 
passed the test. Telecaster George Milner of WFAA-TV, Dallas, is } 

shown here, wrapped up-in scientific paraphernalia, with Andrew Le 
L. Smith, vp of Smith Detective Agency, who administered the test. 
According to Mr. Smith, “The lie-detector showed that Mr. Milner 
spoke the absolute truth about Frigiking...even the descriptive 
adjectives.” McCarty Co., Dallas, is the agency for Frigikar Corp. 


Bright 


EXPATRIOT—The cable car’s home ground may be San Francisco, but this one did special 
duty in Los Angeles carrying San Franciscans to the Advertising Assn. of the West 
convention. The cable car, mounted on a flat-bed trailer and complete with clanging 
bell, met S. F. members at the airport and deposited them at the door of the Statler 
Hotel. Here Bob Sample, chairman of the convention, extends a welcoming hand to 
Harry Bright, outgoing president of the San Francisco Advertising Club. In the center 
photo are new officers of AAW: Earl Glade Sr., pr executive and former mayor of 


Edwards Leonhard Mitchell 


ETERS ASSOCIATE—Scenes above are from the 38th American Marketing Assn. con- 
Yerence held in Pittsburgh last week. At left, the new AMA president, Charles W. 
Smith, McKinsey & Co., New York, gathered with two fellow consultants at a recep- 

ion in his honor—Birney Miller, Stevenson, Jordan & Harrison, and D’Orsey Hurst, 


Hruce Payne Associates, both of New York. C. C. Allen (center), Jones & Laughlin 


Steel Corp., Pittsburgh, promotes his company’s new laboratory facilities to M. W. A. 


tig 
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KEEP OUT—This child-size (4’x3’x3’) 
Mickey Mouse clubhouse is sold 
through retail outlets and is also 
used by Welch Grape Juice Co., 
one of the tv sponsors of “Mickey 
Mouse Club,” as a give-away. It 
was produced by Gibralter Cor- 
rugated Paper Co. 


Glade Hoefer Breazeale McKim 


SATISFIED CUSTOMERS—Larry Dobrow, partner, Larrabee Associates, 
Washington, gets acquainted with some appealing “clients.” The 
youngsters are nursery school members of Georgetown Neighbor- 
hood House, one of the community services which benefits from this 
year’s Community Chest campaign. Mr. Dobrow holds a citation 
testifying that newspaper ads planned, produced and placed by the 
agency “...aided materially in crystallizing public opinion in the 
first over-the-top campaign since War Funds...” 


Reagan Mrs. Sloan Sloan 


Salt Lake City, president; John Hoefer, Hoefer, Dieterich & Brown, San Francisco, sen- 
ior vp; Mrs. Ella Breazeale, assistant cashier of the Valley National Bank, Tucson, vp- 
at-large; C. Burt Oliver, vp, Foote, Cone & Belding, Los Angeles, treasurer, and Eu- 
gene M. McKim, ad director, Western Farm Life, secretary. At the right are pictured 
J. Neil Reagan, vp, McCann-Erickson, Los Angeles; Mrs. Sloan, William Sloan, Los 
Angeles manager of Roy S. Durstine; Edith Todesco, Columbia Broadcasting System, 
Hollywood, and Robert Sample, vp, Los Angeles Better Business Bureau. 


Edwards, Bituminous Coal Operators Assn., Washington; Dietrich Lednhard, Tidy 
House Products Co., Shenandoah, Ia., and T. F. Mitchell, Levinson Steel Co., Pitts- 
burgh. In another cocktail huddle at right are O. O. Roy, Parker Appliance Co., Cleve- 
land Heights, O.; M. E. Shank, Dobeckmun Co., Cleveland; Gordon Hughes, Scott Pa- 
per Co., Wallingford, Pa., and Ira Anderson, professor at Northwestern University and 


outgoing president of AMA. 
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month after month... : 
1512 million’ men and women“live by the book” 


...and the book is Better Homes and Gardens ! 


4,250,000 DELIVERED COPIES EACH MONTH 


4 ae Pi * Ps te: 


One example of how BH&G readers live by their favorite magazine: 9,400,000 referred to one or more back issues, 4 to 12 
months old, within the past 4 weeks. BH&G lives with the family—judged by its usefulness instead of its date. 
, 7 


*15,500,000 people read an average issue of BH&G! during the year.. . 
One-third of the 123,800,000 people 10 years of age \ 


‘and older in the U.S. read one or more of every 12 2 173 of America reads 
issues. That’s 44,150,000 people—and over 40% of 
them are men! Better Homes and Gardens! 


Meredith Publishing Company * Des Moines 3S, lowa 
*A 12 Months’ Study of BH&G Readers, Alfred Polits Research, Inc., 1956 
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Goodyear Pushes Sweepstakes 

Goodyear Tire & Rubber Co. is 
using 100 newspapers, Life and 
commercials alternate Sunday 
evenings on “Goodyear Play- 
house” (NBC-TV) to promote its 
$150,000 safety sweepstakes, which 
opened June 11 and will close 
Aug. 18. The company also is ty- 
ing-in the sweepstakes promotion 
with introduction of its new nylon 
Captive-Air safety tire, which also 
will be promoted in newspapers 
and on tv. Young & Rubicam is 
the agency. 


MOKE IGNALS from 
. CHIEF OSHKOSH 


Srago Woods 


Saunders Fuller Kennedy 


: 


COUN NOWAWNH — 
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Nielsen Network TV Ratings 
Two Weeks Ending May 26, 1956 
Copyright by A. C. Nielsen Co. | 


Nielsen Total Audience* 
TOTAL HOMES REACHED 


Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 
| Love Lucy (Procter & Gamble, General Foods, CBS) 


lux Theater (Lever Bros., NBC) 
Ford Theater (Ford, NBC) 
Cavalcade of Sports (Gillette, NBC) 
Disneyland (American Motors, American Dairy, Derby Foods, ABC) 
Jack Benny Show (Lucky Strike, CBS) 
Perry Como Show (Several sponsors, NBC) 


PROGRAM POPULARITY 


Progrom 
$64,000 Question (Revion, CBS) 
Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 
| Love Lucy (Procter & Gamble, General Foods, CBS) 


December Bride (General Foods, CBS) 
Lux Theater (Lever Bros., NBC) 
Cavalcade of Sports (Gillette, NBC) 
Ford Theater (Ford, NBC) 
Perry Como Show (Several sponsors, NBC) 
Disneyland (American Motors, American Dairy, Derby Foods, ABC) 
Jack Benny Show (Lucky Strike, CBS) 


Nielsen Average Audience** 
TOTAL HOMES REACHED 


Program 


PLANNERS—Shown here are new officers of the Oklahoma City Ad- 

vertising Club. They are Walt Sanders, Oklahoma Publishing Co., 

president; Leon Srago, Srago Advertising, 1st vp; Pendleton Woods, 

Oklahoma Gas & Electric Co., 2nd vp; Art Fuller, Oklahoma City 

Advertiser, treasurer, and Madge Kennedy, Oklahoma Publishing 
Co., secretary. 


SELLS YOUR 
PRODUCTS IN THIS 
“HEAP RICH” 


COC@OnNO UWA WH — 


cobs, Chicago; M. R. Kopmeyer 
Co., Louisville, and Byer & Bow- 
man Advertising Agency, Colum- 


Barton Distilling Adds Agency 
Barton Distilling Co., Bards- 
town, Ky., has appointed Gross- 


H 


MERCHANDISING HELPS 
INCLUDE — 

® BULLETINS TO TRADE 

@ PERSONAL CALLS 

@ TIE-IN SOLICITATIONS 

@ BRAND CHECKS 


field & Staff, Chicago, to handle 
national advertising for its Old 
Barton eight-year-old 86-proof 
Kentucky bourbon whisky. The 
brand has not been advertised na- 
tionally before and is priced at the 
competitive “A” price level to 
compete with Early Times and 
Old Crow bourbons. The com- 
pany’s other brands will continue 


bus. 


Western Names Fricker A.E. 
Don E. Fricker, formerly adver- 
tising manager of Heil Co., Mil- 
waukee, has joined Western Ad- 
vertising Agency, Racine and Chi- 
cago, as an account executive. Mr. 
Fricker will be assigned primarily 
to industrial accounts nendied by 


$64,000 Question (Revion, CBS) 
| Love Lucy (Procter & Gamble, General Foods, CBS) 


to be handled by Bozell & Ja-|the agency. 


TO SERVE 
You 


2 COLORS-2 SIDES 


on high speed roll fed rotary presses is ALL PHONES 
the answer to your need for lower print- CHICAGO 
ing costs on package inserts, order blanks, Bishop 2 2-2170 
forms, etc. Phone or write today for AURORA 
money saving prices on quality printing. 


.» AURORA, ILL. ; 


SCCanouwUnson — 


H 


$64,000 Question (Revion, CBS) 


1 Love Lucy (Procter & Gamble, General Foods, CBS) 
Decembe: Bride (General Foods, CBS) 
Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 
$64,000 Challenge (P. Lorillard, Revion, CBS) 


Ford Theater (Ford, NBC) 
GE Theater (General Electric, CBS) 


Cavalcade of Sports (Gillette, NBC) 


’ 
2 
3 
4 . 
5 
6 
7 
8 
9 
t) 


I’ve Got A Secret (R. J. Reynolds, CBS) 


Alfred Hitchcock Presents (Bristol-Myers, CBS) 


* Homes reached by all or any part of the program, except for homes viewing only 


one to five minutes. 


** Homes reached during the average minute of the program. 
1 Percented ratings are based on tv homes within reach of station facilites and by 


each progrom. 


Named VP At Ingersoll-Rand 
Carl J. Knorr has been appoint- 
ed vp and general sales manager 
of the Univac division of Sperry 
Rand Corp., New York. Mr. Knorr 
was formerly product sales man- 
ager of the Ingersoll-Rand Co., 


New York. 


Keys Named VP at K&E 

Douglas L. Keys has been elect- 
ed a vp of Kenyon & Eckhardt 
Inc., New York. Mr. Keys joined 
K&E in 1948 as a copywriter. He 
has been an account executive 
with the agency for the last seven 
years. 


MEREDITH Zadéo and Thautson STATIONS 
aftitiated with Better Homes and Gardens ana Successful Farming magazines 


hoe 


_ KANSAS CITY 


Represented by KATZ AGENCY INC. 


JOHN BLAIR & CO. 


BLAIR TV, INC. 
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Latest Radio and ['V Ratings 


Sindlinger 
\ Word-of-Mouth on TV“ 
For the Week Ending June 9, 1956 
$64,000 Question (Revion, CBS) 19.2 


Lawrence Welk Show (Dodge, ABC) 
Phil Silvers Show (R. J. Reynolds, A 


, CBS) 


Perry Como Show (Several sponsors, 
Climax (Chrysler, CBS) 


$64,000 Challenge (P. Lorillard, Revion, CBS) 
| Love Lucy (Procter & Gamble, General Foods, CBS) 
Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 
December Bride (General Foods, CBS) ................-cecsecsceesesesseseeseeeeseseenennnnensnee 
Queen for a Day (Participating, NBC) 


DEBE). xconclescismnisssovonsashasigitinamibinaninnsziog 


Cross Roads (Chevrolet, ABC) 


Dragnet (Chesterfield, NBC) 


$64,000 Question (Revion, CBS) 


lux Video Theater (lever Bros., NBC) 
This is Your Life (Procter & Gamble, NBC) 
Medic (General Electric, Procter & Gamble, NBC) o.............ccccccceecceneseesernen 


Program 


lawrence Welk Show (Dodge, ABC) .. 


Ed Sullivan Show (Lincoln-Mercury 


—- aa 
TEER OEE REO hoe Ne me oem F 


10 Climax (Chrysler, CBS) 


mena pe rors RMR PNT Treas 
$64,000 Challenge (P. Lorillard, Revion, CBS) 
| Love Lucy (Procter & Gamble, General Foods, CBS) 


December Bride (General Foods, CBS) 
Queen for a Dey (Participating, NBC) 
Perry Como (Several sponsors, NBC) 


Dealers, CBS) 


VW Cross Roads (Chevrolet, ABC) 


12 Dragnet (Chesterfield, NBC) 


13 lux Video Theater (Lever Bros., NBC) 


14 This Is Your Life (Procter & Gamble, 


15 Medic (General Electric, Procter & Gamble, NBC) 
*Sindlinger’s word-of-mouth data is all gathered among people, 


NBC) 


who recall, without any aid or probing, that someone “today or yesterday” recom- 


Nielsen Radio 
Two Weeks Ending May 26, 1956 
Copyright by A. C. Nielsen Co. 


Nielsen Total Audiencet 
Current Homes* 
Ronk Program (000) © 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (615) 
1 Dragnet (Chesterfield, NBC) o...........scsccssssssseseesesscssssueereenen 1,466 
2 People Are Funny (Gillette Co., NBC) 1,372 
3  ~—- You Bet Your Life (DeSoto-Plymouth, NBC) ......ccccccccssssecsseessseesevecsaveenven 1,372 
4 Our Miss Brooks (Toni, CBS) ........... 1,230 
5 Two For the Money (P. Lorillard, CBS) 1,183 
6 Edgar Bergen (Brown & Williamson, CBS) .. 1,135 
2 ee, COD). 20s 1,135 
8 Edgar Bergen (CBS Columbio, CBS) o.oo... ccccccccccsesssescvessurssuesnecsuessvecsvesves 1,088 
9 Truth or Consequences (Participating, NBC) 1,088 
10 News & Gene Autry (Wm. Wrigley Jr. Co., CBS) oocccccccccccceccccscesereeees 1,088 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (710) 
1 One Man's Family (Participating, wpe sient piesabia 1,372 
2 News of the World (Miles Labs., NBC) o.oo cccccccccccceescssecsnensenenee 1,324 
3 Lowell Thomas (Delco Batteries, CBS) | o.o0......0.0..cccccccccsescssssnsnenensesevevnene 1,088 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,135) 
FN COD: acsenncsessscecs itis salissts Deisaldesimnoies sata 1,845 
3 Guiding Light (Procter & Gamble, CBS) .............cccessesssvessvssvessnessvennensvennees 1797 
4 Young Dr. Malone (Toni, CBS) 1,7971+ 
GS” ~ Venmiy Wi. Dineen (Teel, CBS) scien csnseitinscsssscnnvecseessvsonunevosqeanerotossi 1,7034 
6 Ma Perkins (Procter & Gamble, CBS) ........-...cc:ccsescsessesssessseesnesneeseennees 1,703 
7 Wendy Warren (Standard |Brands, CBS) 1,703 
8 Arthur Godfrey (Staley, 11) CBS) 1656 
9 This Is Nora Drake (Toni, CBS) 1,656 
OD Ware Mie Bene Teel, CBG) anna cacsncccssesepdensrnasesivsconctssnsecacsnotnconsonetone 16568 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (426) 
1 Woolworth Hour (F. W. Woolworth Co., CBS) ............cccssccssessesseseeneeenenee 1,041 
5 Sie Ma ROG i tal cccsenseetegmasiocdoenntnceaie 946 
3. Robert Trout News (Chevrolet, 10, CBS) .........cccccscccsesscnesesessereeesenrees 899 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (568) 
1 * Gunsmoke (Liggett & Myers, CBS) ...0.......0.0... H) 1,230 
2 Robert Q. Lewis (Milner, CBS) 1,088 
3 (Chevrolet, 10:05 a.m., CBS) 993 


*Number of homes is based on 47,300,000, the estimated July, 1956, total U.S. radio 


reached during all or any part of the program, except for homes listening 
ee rey ee ee ae 


Tuesday and Thursday of the first week. 
Tuesday and Thursday of the second week, Monday and Wednesday of 


tiny 
tr] 
i 
1 
: 
if 


, Thursday and Friday of the second week. 
Wednesday and Fridoy. 
Monday and Wednesday of the second week, Tuesday and Thursday of 


fife 
test 


Z 
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Landy Agency Adds Office 
Cye Landy Advertising Agency, 
Columbus, has opened a New York 
office at 550 Fifth Ave. The agency 
which also has a Dayton branch, 
has announced plans to open of- 
fices in Cleveland, Cincinnati and 
Chicago in the next few years. 


GE Advances Fielder 

Thomas G. Fielder, who former- 
ly handled sales promotion activi- 
ties of the television receiver de- 
partment of General Electric Co., 
Syracuse, has been appointed man- 
ager of advertising and sales pro- 
motion of the department. 


by nearly 200 interviewers working about the country and requiring from seven to 
20 minutes to conduct and covering other media in addition to television at the 
same time. interviews are conducted every day of the week, and information is com- 
piled for a weekly Sindlinger client report called “Audience Action index and Medic 
Exposure.” 
May, 1956 

TOP TWENTY SHOWS, ONCE-A-WEEK 
RANK PROGRAM RATING 
1 $64,000 Question (Revion, CBS) 44.5 
2 Ed Sullivan (Lincoln-Mercury Dealers, CBS) 44.2 
3 it Love Lucy (Procter & Gamble, General Foods, CBS) .......0......-cceseseenneee 40.6 
4 Groucho Marx (DeSoto-Plymouth, NBC) 35.7 
5 000 Challenge (Old Gold, Revion, CBS) 33.2 
6 Como (Several sponsors, NBC) : 
7 Disneyland (American Motors, American Dairy, Derby Foods, ABC) ............ 
7 Jack Benny (Lucky Strike, CBS) 
9 Jackie Gleason (Buick, CBS) 
10 December Bride (General Foods, CBS) 


W Dragnet (Chesterfield, NBC) .......... 


12 Climax (Chrysler, CBS) 


13 GE Theater (General Electric, CBS) 


14. What's My Line (Helene Curtis, Remington Rand, CBS) 
15 Phil Silvers Show (Amana, Camel, CBS) 


16 Fireside Theater (Procter & Gamble, 


17 Coesar’s Hour (Remington Rand, American Chicle, Helene Curtis, NBC) .... 
18 This Is Your Life (Procter & Gamble, NBC) 


NBC) 


19 lux Video Theater (Lever Bros., NBC) 

29 Medic (General Electric, Procter & Gamble, NBC) .....00000..0...00... 26.7 
20 Robert Montgomery Show (Johnson's wax, Schick, NBC) 2.000000... 26.7 
TOP TEN, MULTI-WEEKLY SHOWS 
1 Mickey Mouse Club (Several sponsors, ABC) 19.7 
2 Guiding Light (Procter & Gamble, CBS) 11.8 
3 Search for Tomorrow (Procter & Gamble, CBS) 11.0 
4 love of Life (American Home Products, CBS) 10.5 
5 Valiant Lady (Several sponsors, CBS) 10.1 
r) Arthur Godfrey Time (Several sponsors, CBS) 9.6 
7 News Caravan (Camel, Plymouth, NBC) 9.4 
8 Big Payoff (Colgate, CBS) 9.1 
8 Douglas Edwards & News (Pall Mall, American Home CBS) ........ 91 
10 Pinky Lee (Several sponsors, NBC) 9.0 


‘Star Weekly’ Gets New Look 
The Star Weekly, Toronto, will 
change its format beginning next 
Nov. 3. At that time, the paper’s 
two present magazine sections— 
standard size—will be combined in- 
to one tabloid size magazine. This 
will be printed on roto presses. 
Also in tabloid size will be the 
comics section and the weekly 
novel as well as the picture sec- 
ticn. The dimensions of the sec- 


tions will be 9%”x175 lines. Ad- 
vertising rates will remain the 
same, except that the magazine 
rate will be based on $3.75 a line. 


Opens New York Office 
Gilbert & Tormey, Miami 
advertising and sales promotion 


consultant, has opened a New York | 
Roosevelt. | 
is general | 


office in the Hotel 
Travis Wells, vp, 
manager of the new branch. 


Youll never know 
frou good we are 


Z 
Until we work for you, 
Wee 
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FIRST THINGS 
FIRST! 


Put first things first! WOILA, the 
number one station of Memphis, 
rates first in power, first in audi- 
ence drawing, first in control of 
the Quarter Billion Dollar Negro 
Market! That’s why WDIA gives 
first rate results to aii accounts! 


FIRST STATION 

WDIA is Memphis’ first station 
in three classifications. WDIA is 
the first—and only—-50,000 watt 
station. This combines power and 
coverage as no other station can. 
WDIA is the first radio station in 
this city to program for Negroes 
exclusively. As a consequence, 
WDIA ranks first with Pulse, rat- 
ing the largest size audience with- 
in its market. 


market in the United States. There 


tenth of all the Negro ulation 
in America. And these Negroes 
have a composite one-fourth bil- 
lion dollar pay <nvelope, which is 
the largest, in its category, in the 
nation. 
* FIRST PROGRAMMING 
Now, how to capitalize on a 
market that’s first in size—first in 
pecs 2 Al Well, WDIA does it by 
cea an all-Negro radio 
station. IA operates on a dis- 
tinctive, restricted-to- Negroes ba- 
sis. Members of the oe. 
formers, disc jockeys, co 
home economists—all are 
groes. Negroes with the Bowser 
of stardom, who are ttering 
leaders of an evolving social class. 
Negroes whe condition the buying 
habits of 1,237,686 listeners. An 
emotional people, these Negroes 
follow, their stars with a loyalty 
bordering on fantastic. But the 
figures are not fancy-—they’re fact. 
And the cold fact is, WDIA dom- 
inates the Memphis Negro market. 
Negroes buy in excess of 65% of 
all flour sold on the Memphis 


market... approximately 55% of 
all laxatives . ee the de- 
odorants half the toothpaste 


os . and a staggering 80% of all 
rice! WDIA promotes the brands 
of such ou 


Little Liver Pills. 


FIRST RESULTS 


Memphis has a Negro market, 
which rates number one in size— 
it’s the nation’s largest. Economy- 
wise, the Memphis Negro rates 
number one, with the highest in- 
come, relative to white income, of 
any Negroes in the country. WDIA 
is Memphis’ number one station— 
its first and only 50,000 watt. In 
this case, one one and one add 
up to number one results in sales 
accounts. For data on how WDIA 
can put you first in sales and prof- 
its, make inquiry, on your letter- 
head, today! And ask for a bound 
copy of, “The Story of WDIA!” 

IA is ——— nationally 
by John E. Pearsor Company. 


AG 
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MARGLD WALKER, Commercial Manag’ 


is concentrated in Memphis and 
its adjacent tradirig zone one- | 
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It's Dailies vs. Daley 
in Chicago Battle 
Over Censorship 


Cuicado, June 26—A city ordi- 
nance wAich would ban the sale 
of “questionable” literature to 
youths under 17 has stirred up a 
hornet’s nest here. Battle lines for 
and against the bill are being 
formed. 

The ordinance currently is being 
studied by the judiciary commit- 
tee of the city council. It was pre- 
pared by city attorneys, based on 
recommendations of the mayor’s 
advisory committee on the elimi- 
nation of objectionable literature 
for youth. 

Mayor Richard J. Daley appoint- 
ed the committee last February to 
study the problem of horror com- 
ics books, smut literature and 
“girlie books being sold to youths. 
The committee, headed by Mary 
A. Johnson, a lawyer, is composed 
of civic and religious leaders. The 
bill is backed strongly by the may- 
or. 

Three public hearings have been 
held; the bill has met strong op- 
position. from dailies, magazine 
distributors, the American Civil 
Liberties Union and the Indepen- 
dent Voters of Illinois. 


s Opponents of the bill claim it is 
vague, unconstitutional, a violation 
of freedom of the press and unen- 
forceable. On the other hand, the 
ordinance has been praised by 
parent-teacher ‘associations, po- 
lice, judges and others. 

Another hearing will be held 
after July 4, If the judiciary com- 
mittee approves the draft, the or- 
dinance will then go to the full 
council. i 

Following are the three major 

provisions; 
e “It shall be unlawful and an 
offense for any person to sell, of- 
fer for sale, attempt to sell, ex- 
hibit, give away, keep in his po- 
session with intent to sell or 
give away, or in any way furnish 
or attempt to furnish to any person 
under the age of 17 any illustrated 
comic book, magazine or other 
publication which, read as a whole, 
is of an obscene nature.” 


e Certain publications devoted to 
the exploitation of horror, crime, 
violence, etc., would be prohibited. 
(This section apparently excludes 
news accounts of crimes in news- 
papers and news magazines, “his- 
torical or literary publications,” 
required. reading in high school 
courses, and “literary or artistic 
works generally recognized as of 
the highest excellence.” ) 


@ The mere possession or display 
of questioned publications in book- 
stores and other distribution out- 
lets is prima facie evidence of an 
intention to sell to youths, and 
that the bookseller shall be re- 
quired to show that no such in- 
tention existed. The maximum 
penalty for violating any section 
of the ordinance is six months in 
jail and a $200 fine. 


The ordinance apparently will 
be enforced in two ways. Police- 
men may arrest booksellers if they 
deem literature in the store ob- 
jectionable. Private citizens, if 
they think books are obscene, may 
swear out warrants for the arrest 
of the: booksellers. 

When the case gets into court, 
it will be up to the judge or a jury 
to rule if a publication is obscene 
or not. The bill apparently covers 
not only comic books and crime 
and “girlie” magazines but also 


Individualists 
seldom follow rules 


Their work ic interesting to them, 
and valuable to others. The price is 
JAY P, of no consequence. Free specimens. 


WALK advertising typography 
Telephone MOQ 4-€1340 11 Abra, donee 43 


pocket books, newspapers, hard- 
cover books and “arty” publica- 
tions. 


® Miss Johnson, chairman of the 
mayor’s advisory committee, told 
AbvERTIsinG Ace that the ordinance 
was drafted to protect children 
from smutty literature, and not 
to censor what the public reads. 

“We do not want to do away 
with freedom of the press,” Miss 
Johnson emphasized. “However, 
every freedom has responsibility 
and we feel that it is the respon- 
sibility of publishers to clean up 
their books.” 

Miss Johnson told AA that the 
committee studied hundreds of 
magazines and found many of 
them to be obscene and unfit to 
be read by youths. She declined 
to name any of the objectionable 
publications, but added that com- 
mittee members had unanimously 
condemned about ten books, both 
of the pocket book and “girlie” 
magazine variety. 

The committee paid little atten- 
tion to comics books, she said, be- 


REFRESHING—Wryler & Co., Chicago, has launched an extensive out- 
door campaign in 100 markets using 24-sheet posters for the first 


time to promote its lemonade mix. R. 


Jack Scott Inc., Chicago, is the 


agency. 


cause the comics book industry has 
set up a censorship committee to 
clean up the publications. The 
committee and the mayor have re- 
ceived many complaints about 
children reading smutty magazines, | g 
she added. 

Alderman Leon Despres, a law- 


yer and member of the judiciary 
committee, blasted the ordinance 
in no uncertain terms. He described 
the bill as “carelessly drafted, un- 
pre unworkable and no 


“I feel that the ordinance is very 
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posed to it,” Mr. Despres said. In 
answer to a question, he said he 
did not know what “historical or 
literary magazines” were. “No one 
seems to know what they are,” he 
replied. 

He pointed out that a similar 
ordinance passed in 1948 by Los 
Angeles had been held unconsti- 
tutional by an appellate court in 
that state. “Among other things, 
the court held that such a law 
would prevent the showing of the 
assassination of President Lincoln,” 
the alderman said. 

Three of the city’s largest book 
distributors—Charles Levy Circu- 
lating Co., Capitol News Agency, 
and Western News Co., a division 
of American News Co.—have 
strongly opposed the bill at the 
public hearings. 


Enittle Joins Ted Bates 

Fremont J. Knittle, formerly vp 
in charge of marketing and mer- 
chandising of Robert W. Orr & As- 
sociates, has joined Ted Bates & 
Co., New York, as manager of 


vague, and I am very much op-| market development. 
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United Wallpaper 
Stockholders Will 
Vote on Sears Merger 


Jouret, ILu., June 26—Stockhold- 
ers of United Wallpaper Inc. will 
vote next month on a proposal by 
which the company would ex- 
change certain of its reclassified 
capital stock for the paint and 
wallpaper facilities of Sears, Roe- 
buck & Co. 

The plan already has been ap- 
proved by the board of directors of 
United. Frederick B. Heitkamp, 
company president, stated that the 
proposal has been accepted in 
principle by Sears and that “it 
would, in effect, consolidate the 
wallpaper and paint divisions of 
Sears with United, and thereby 
permit economies in management, 
operations and distribution that 
should be advantageous to both 
companies.” 

United, Mr. Heitkamp said, has 
been in financial difficulties for 
the past five years. He said the 


United board has considered sev- 
eral proposals, but has found the 
present plan the most acceptable 
solution. 

If the plan is approved, R. E. 
Brooker, Sears vp, would be board 
chairman, and S. U. Greenberg, 
manager of the Sears paint, wall- 
paper and varnish divisions, would 
be president of the recapitalized 
and consolidated company. Mr. 
Heitkamp and William E. Burton, 
vp and director of design for Unit- 
ed, would continue to be active in 
the management. 


Arts Society Elects 

The Society of Typographic Arts, 
Chicago, has elected Norman L. 
Cram president. Mr. Cram is a 
sales representative of R. R. 
Donnelley & Sons Co. Other of- 
ficers are Gordon Martin, pro- 
prieter, the Type Shop, and Fran- 
cis W. Goessling, art director, U. 
S. Gypsum Co., vps; H. Richard 
Archer, librarian, R. R. Donnel- 
ley & Sons Co., secretary, and 
Nettie Hart, designer, Raymond 
L. ewy Associates, treasurer. 


EDUCATIONAL — 
Westinghouse 
Electric Corp.’s 
lamp division is 
using a. series of 
ten four-color 
pages with facing 
b&w columns in 
Business Week, 
Nation’s Busi- 
ness, Newsweek 
and 13 trade pub- 
lications. Each ad 
discusses a point 
about the pur- 
chase of lamps. 
McCann-Erick- 
son, New York, 
is the agency. 


‘Journal-Courier’ Boosts 2 


promotion manager of the Regis- 

Michael H. Wren, advertising| ter-Journal-Courier newspapers. 
manager of the Journal—Courier,| Alfred V. Warmingham of the J-C 
New Haven, Conn., since 1930, has | advertising staff has been appoint— 
been named to the new post of|ed to fill Mr. Wren’s former post. 


Hola on to your hat—they’re off again! 
The old days of being tied down to the 
home or a nearby beach aren’t even a mem- 
ory, out where Young Adults live. These 
people can’t wait to pack up and go, be- 
cause they naturally know how to get more 
family fun out of life. They have the time 
and money it takes, plus the youthful, 
adventurous spirit of true travelers! 
And this trail-blazing enthusiasm for 
things new and different doesn’t stop at 
travel: It’s reflected in everything Young 
Adults do—and in every page of the maga- 
zine they read and live by, Redbook. ' 
Just as Redbook serves up monthly help- 
ings of fresh, practical travei information, 
gathered first-hand for Young Adults, so 
does Redbook cater to their appetite for 
information directly related to all their 
family and community activities. That’s 


- Redbook 


The Magazine that sells Young Adults 


| ..- The New Station Wagon Set 
NEWSSTAND SALES UP: 998,214* 


New Trail=-Blazers 


burg Alles 


why Redbook is read so eagerly by these 
growing, going Young Adults! 

If your product or service fits in with 
their endless interests, their active lives 
—whether it’s fashion or home furnish- 
ings, food, resorts or toiletries— Redbook 
is yours to sell with. Just read Redbook 
yourself—get the facts on this fabulous 
market. You’ll see why advertising against 
this background of Young Adult enthusi- 
asm is bound to pay off! 

Redbook, 230 Park Ave., New York 17, 
N. Y., MUrray Hill 6-4600. 


Brands Are Backbone 
of Grocery Industry, 
Says Heinz’ Armour 


Waite Sutpuur Sprincs, W. Va., 
June 26—Manufacturer’s adver- 
tised brands today constitute the 
backbone of the grocery business, 
the Grocery Manufacturers of 
America were told at their” mid- 
year last week. 

Frank Armour Jr., vp of H. J. 
Heinz Co., declared: ‘Mrs. Con- 
sumer knows the advantage of ad- 
vertised brands is that she can ex- 
pect a quality product because if a 
product does not meet her expec- 
tations it falls by the wayside.” 
Maintaining that brand-name 
products are responsible for the 
grocery industry’s progress, Mr. 
Armour said, “It is the constant 
repetition of national advertising, 
selling a worth while product that 
builds strong product franchises.” 


s Robert W. Mueller, editor of 
Progressive Grocer, said that ad- 


position in the trade” and are “bet- 
ter regarded by the retail trade 
now than ever before.” 

A prediction that consumer ex- 
penditures for food and groceries 
will increase 25% within the next 
five years was made by Curtis C. 
Rogers, exec vp, Market Research 
Corp. of America. 

Mr. Rogers based his prediction 


‘fon the pace at which manufactur- 


ers are currently developing new 
products. He estimated that more 
than $500,000,009 will be invested 
this year in new products and test 
marketing. “New product devel- 
opment as an integral part of cor- 
porate planning is being given 
greater emphasis today than at any 
time in history,” he said. 


s GMA President Paul S. Willis 
called on the industry to expand 
its markets’ even further. In 1946, 
he pointed out, consumers spent 
$42 billion for food. This year, 
“they will probably spend more 
than $70 billion for food,” he said. 
“In 1946,” he continued, “the 
larger supermarkets carried around 
4,000 items. Today, it is not un- 
usual for them to carry 7,000 items. 
Today,.about one-third of grocery 
department sales is on items which 
are new within the last ten years 
or were there only in token quan- 
tities. Another third of present 
sales is on items which have 
changed basically and improved in 
this same ten years.” 

Mr. Willis also pointed out the 
increased benefits for consumers 
by noting that “today, an hour’s 
work will buy 30% more groceries 
than in 1946.” 


Campbell Tests New Soup 
Campbell Soup Co. is testing 
frozen old-fashioned vegetable 


Campbell, which now has four 
kinds ef frozen soups in national 
distribution, plans tu extend dis- 
tribution of the new product soon. 


vertised brands “occupy a strong , 


with beef soup in several markets. . 


Pittsburgh 


market... 


Panel of 2,060 
Pittsburgh families available for: 
© Promotion Penetration Studies 
® Blind Product Tests 
© Opinion Surveys 


Market Survey Bureau 


ERNEST E£. ENGEL, DinecTor 
2 GATEWAY CENTER, PITTSBURGH 22, PA. 
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Dull Summer Home Furnishings Mart 
Won't Hurt Fall Prospects: Kroehler 


Big Inventories Are 
Only Temporary, Says 
Furniture Assn.’s Rau 


Cuicaco, June 27—The inter- 
national home furnishings summer 
market promised to end as spottily 
as it bégan as the second week 
continued at the relatively slow 
pace set here last week (AA, June 
25), with attendance off and buy- 
ing generally light. 

Buyers during this second week 
are mostly from small towns, peo- 
ple who wanted to avoid the 
crowds of the first week and stay- 
over buyers who spent last week 
just looking around. 

The buying picture at the mar- 
ket is variously good and bad. 
Some manufacturers report 20% 
increases over last summer’s mar- 
ket; others say their sales are 
about 25% off from last summer. 


® No one in the market, however, 
seems to be worried about the fall 
retailing season, traditionally the 
big selling time for home furnish- 
ings. 

Kenneth Kroehler, president of 
Kroehler Mfg. Co., in a talk said 
today that while “this furniture 
market has not been a good one” 
and “sales at this market are run- 
ning behind June of last year by 
about 20%,” he emphasizes “there 
are several good reasons to ex- 
pect business in general to im- 
prove during the fourth quarter.” 
He pointed to anticipated up- 
swings in the auto business, ex- 
pectation of another round of wage 
increases during the summer and 
a belief that “inventories should 
be coming down due to relatively 
steady consumption, with lower 
production.” 

“All in all,” he says, “I look for 
a fourth quarter at least as good 
as last year, with good business 
continuing into 1957.” 


® Another report on the market 
comes from Roscoe R. Rau, exec 
vp and secretary of the National 
Retail Furniture Assn. He attrib- 
utes much of the present heavy in- 
ventory picture to “buying binges” 
in the last few markets by buyers 
who “hung on the words of almost 
every commission-hungry sales- 
man who shouted the word ‘short- 
age.” 

“These retailers disregarded the 
bread and butter fact that their 
customers are still shrewd price 
buyers,” Mr. Rau said. “This 
spring the retailers have discov- 
ered that money is in tight supply. 
This fundamental fact is reflected 
in the offers by some furniture 
makers to relax credit terms. And 
that may be a good result, any way 
we look at it,” he noted. 


Dap ee aged ok Oe 
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Per 


Dencher Conner Brown 


MLLES. FURNITURE—On a tour of the 


Discussing the furniture market 
in the first two quarters of this 
_year, Mr. Rau said, “Sales are 
|holding up remarkably’ well. 
Through May 31, dollar volume 
was from even to 13% ahead of 
the first five months of last year— 
the biggest year in our history. 
And, our reports to date are that 
June results have been good too. 
If we credit about 5% of current 
dollar volume to price increases 
| over last year, this means retailers 
| are selling about the same number 
of units as last year.” 

Summaries of various segments 
of the home furnishings industry 


follow: 
Appliances 

Retail sales of major home ap- 
pliances will soar over the 18,000,- 
000 mark and may equal the 1955 
record, Judson S. Sayre, president 
of Norge division, Borg-Warner 
Corp., predicted during a market 
conference. He said that for the 
first five months of 56, retail sales 
of refrigerators are up 4% over 
last year, automatic washers are 
up 20% and automatic clothes dry- 
ers 40%. 

“What is all the gloomy shout- 
ing about—even an eighth grader 
knows that what appears to be 
sales sluggishness is top-heavy in- 
ventory caused by over-produc- 
tion,” he asserted. Mr. Sayre de- 
cried the “few selfish manufac- 
turers who have set off a whole 
chain of wheeling and dealing 
price merchandising tactics to buy 
an out-of-proportionate share of 
the market,” a practice he charges 
is causing “chaos in the midst of 
plenty.” 

Mr. Sayre doesn’t expect the 
tempo of the price battle will 
slacken, but feels new appliances 
“that alter the traditional habits 
of the housewife are the firm steps 
to industry progress.” 

Meanwhile these major news 
items developed at the market: 


e Kelvinator division of American 
Motors Corp. exhibited a new 
electronic cooking range to retail 
at $1195, including delivery and in- 
stallation. Two models have been 
produced, one built-in and one 
free standing unit finished in pol- 
ished chrome. 

This brings to five the number of 
electronic range grands now on the 
market; Raytheon, G.E., Tappan 
and Hotpoint are the others. Only 
significant difference among them 
is that the Hotpoint unit ($1150) 
has a separate conventional elec- 
tric broiling compartment for 
browning and for baking souffles 
and angel food cakes. The other 
units have only a browning oper- 
ation built into the microwave 
cooking compartment. 


e@ In the gas range business two 


Tashler Young 
showrooms in the American Fur- 


niture Mart, Chicago, are the 1956 Furniture Queen, Diane Danaher 
(Danaher Furniture), with the Queen finalists, Pat Connor (Connor 
Furniture), Jackie Tashler (ChromCraft Corp.) and Jo Anne 
Young (L. A. Goodman Mfg. Co.). Accompanying the royal party 
. is Ted Brown, president of Perry-Brown, advertising counsel for 
Formica Corp. 


F. Gibson 


C. Gibson 


new technological changes were 
introduced. Tappan Stove Co. an- 
announced a new 18,000 BTU gas 
burner to challenge electric range | 
claims of “fastest” cooking. Until | 
now 12,000 BTU has been the. 
standard high. To promote the new | 
burner, Tappan has launched a 
$1,000 ‘name-it contest, open to| 
Tappan dealers and employes of 
of American Gas Assn. member 
companies. 

Also new is a Thermal Eye top 

burner control made by Robert- 
shaw and introduced in Dixie gas 
ranges. A supplementary control 
knob keeps an “eye” on cooking 
heat, automatically cuts it back if 
need be. The new control also 
makes it possible to vary flame 
area and heat intensity independ- 
ently. 
e New features in home laundry 
lines are the combined automatic 
washer-dryer units that some be- 
lieve will take laundry work out of 
the back yard and basement to 
centralize and simplify it, possibly 
in the kitchen. General Electric is 
producing a limited quantity of 
built-in combination units, and 
Westinghouse plans to unveil its 
floor model combination soon. 
Bendix already has its Duomatic 
combination floor model on the 
market, available for both gas and 
electric power. 


eA real attention getter in the 
laundering line was Westing- 
house’s new Space-Mate units— 
twin washer-dryer units that can 
be used side by side or one on top 
of the other, built-in or free- 
standing. Key feature of the line, 
says Westinghouse, is that in the 
stack-up arrangement, the units 
are only 25” wide and 24” deep. 


Furniture 

Furniture manufacturers, too, 
are jumping on the “upgrading” 
bandwagon, and most also agreed 
that on the manufacturing level, 
prices are standing firm after an 
upturn the first of the year. 

Manufacturers spoke optimistic- 
ally about sales for the first half 
of this year, most reporting gains 
ranging from 5% to 25% ahead of 
the first six months last year. How- 
ever, most of the same manufactur- 
ers reported buying at the market 
was slower thap the summer mar- 
ket last year. 

To dim the picture, a few furni- 
ture makers reported slight drops 
in sales from last year, some in- 
cluding among the possible factors 
responsible, the automobile lay- 
| off. 

The manufacturers’ consensus 
‘was that the second half of the 
|year would be bright, sales wise, 
/and 1956 would equal and in many 
cases surpass 1955 as a sales year. 

Particularly optimistic were 

seven Grand Rapids furniture 


makers, who were debuting in 


Durante 


HIMSELF—Jimmy Durante and his cohort Eddy Jackson were on hand 

to cut a few capers—and ribbons—at the opening of Gibson Refrig- 

erator Co.’s new display rooms in the Merchandise Mart, Chicago. 

Here C. J. Gibson Jr., president, hands the scissors to Schnozzola, 

while Frank S. Gibson Jr., chairman of the board, peers over their 

shoulders. The opening of the Gibson space coincided with the 
opening of the summer market in Chicago. 


Chicago at the market, all with 
show rooms in the American 
Furniture Mart. 


® The Grand Rapids furniture 
newcomers, who moved their 
showrooms here to try to get a 
bigger share of the market, are 
Sligh-Lowry Furniture Co., Grand 
Rapids Chair Co., Hexton Furni- 
ture Co. Cochran Chair Co., 
Furniture City, Imperial Furniture 
Co. and Schoonbeck Co. 

Kirk Williams, vp of Mengel Co., 
feels that the upgrading trend is 
caused by consumers who aré 
“learning the difference between 
good and poor styling.” Other mak- 
ers surveyed agreed that injica- 
tions are that people are buying 
better furniture—better quality 
and higher priced. 

Speaking as a manufacturer do- 
ing a little soul searching, Jens 
Risom, president of Jens Risom 
Design, told a market assemblage 
that what he has seen “impressed 
me as being neither very new, very 
different or any better than be- 
fore..not enough to indicate a 
new trend.” He urged furniture 
makers to experiment and research 
to bring out something good and 
creative and criticized the in- 
dustry as a whole for taking the 
safe, accepted designs as the easy 
way out. 


s On the retail level, most furni- 
ture stores have had good sales, 
F. R. Houlihan, president of the 
National Retail Furniture Assn., 
reported. He said figures from a 
recent survey by NRFA indicate 
most retailers will wind up this 
year with sales totals 3 to 6% 
ahead of last year. 

Mr. Houlihan also predicted 
wider advertising of easy credit 
terms will be used by many stores 
to further stimulate sales. 

He explained that moderate buy- 
ing at the market is caused by 
heavy store inventories, steady 
prices and plentiful merchandise 
—thus no advantage to buying for 
more than normal 60 to 90 day re- 
quirements. 

A panel of five furniture re- 
tailers at an NRFA meeting agreed 
that they are all buying less than 
at the 1955 summer market—three 
of them 50% less, one about 20% 
less and one slightly less. 


® Advertising at the retail leva} ? 


seems to be continuing at the sam 
level as last year, averaging 544% 
of total net sales, according to the 
NRFA survey. Most retailers are 
using heavy newspaper and direct 
mail, but some have found local 
tv highly successful. 

In the national advertising pic- 
ture, largely concentrated in maga- 
zines, a few big furniture manu- 


facturers continue to provide the 
bulk of advertising. Many report’ 
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slight increases in budgets and 
some say they are planning to hold 
the line with “normal” budgets. 


« the way is Kroehler 
Mfg. Co., which reports its 1956 
ad budget is up 57% over a year 
ago in consumer magazines. 

A heavy schedule is running 
from August through December 
in most of the shelter magazines. 


© Consider-Willett, which makes 
a full line of solid maple and cher- 
ry dining room, bedroom, living 
room and upholstered furniture 
in traditional and contemporary 
styling, is following its customary 
ad theme of showing its pieces in 
room settings. 

Color pages will run this fall 
in American Home, Better Homes 
& Gardens and House Beautiful 
and b&w pages in the previous 
three and the Ladies Home 
Journal. 


e Futorian-Stratford Furniture 
Co., (formerly Futorian Furniture 
Co.), another heavy in the ad 
picture, is continuing on a firm ad 
budget. The company recently 
moved its account from R. M. 
Loeff Advertising to Fuller & 
Smith & Ross. 

A September campaign in Liv- 
ing for Young Homemakers and 
This Week Magazine will feature 
both the Stratford line and the 
Stratolounger chair. The com- 
pany’s lines lean toward the mod- 
ern, with a few traditional pieces. 


@ Daystrom Furniture division of 
Daystrom Inc., which dropped its 
traditional room setting back- 
ground for its dining room furni- 
ture advertising this spring, is 
using models for the first time this . 


—— 


DAYSTROM™M 


£0 grecetel... 20 durable... 20 tvabio 


i 
im 


FAMILY LIVING—This color ad show- 

ing Daystrom furniture as the 

center of the family group is run- 

ning this fall in four magazines. 

Batten, Barton, Durstine & Osborn 
is handling. 


fall to show the use and practical- 
ity of the sets. A campaign, based 
on “graceful, durable and livable” 
features of the furniture will use 
full-color pages in the October 
Better Homes & Gardens and Liv- 
ing for Young Homemakers and 
the November American Home and 
House Beautiful. 

The company decided to elim- 
inate the room setting type of ad 
to emphasize the Daystrom styling, 
Gloria E. Muench, Daystrom fur- 
niture advertising and sales pro- 
motion manager, said. Models, de- 
picting a typical American family, 
show the furniture in use. 


Floor Coverings 


The floor coverings industry is 
avidly watching a trend to de- 
emphasize the summer market, 
started early this spring when 
Bigelow-Sanford Carpet Co. an- 
nounced it would de-emphasize to 
its dealers importance of the sum- 
mer markets. 

Other manufacturers agreed that 
to try to bring out new lines twice 
each year is difficult in an in- 
dustry where style trends don’t 


~ £ . pees Dae to. ae 
i fi ’ : : Be ke ee a ey ee 
: : ‘ 4 Bri h 4s? nd 7 Ee Oe 
a >a * - 
ae ra a wry we ’ q 3 . 7 4 hee a as _ ~ j ; 
| baa | oom . * ae a 
+ a | £ 4 «a ti ..: ae ; a a 
oe oe aha ' ‘= oe i 
cee 1 - ‘ Yao " Ba : 
; oe ; , +. 4) a ; ' 
eee j 4 » j - a ; 
rs £ ; VY a>, Wi 7 
ag W. tagice rm _ - as . © “i | 
Ag 7 . = sig =. ee Pe: | : 
Ee : i eee ae we 3 
Poa i \ iy oS ee B £ 2 a 
‘ - is “> r. ee edi Pa ef 
ge im es a aes oe eae 
Er nt aa ' es ee ae om 2. 
i nk ae i te ae ij =a i ae 
FE | _ — Ha 
Bad 7 eo ae x 
ane 
et a 
ce 
ig Jackson - 
a { 
hil : | 
fig 
a 
Bear | 
ae 
7. 2- ‘ 
Le | 
ag ; 
oe 
a 
a ; 
3 ee ’ 
Me 
be ; 
x 
Bs t 
ah 
‘<m 
ie Z 
S 4 
. 
ea c 
pay 
ee 
ee 
‘ai 
a i 
Ere Ps 4 
P 
ae » 
hee 
iia 
2 : 
Bie 7 . 
aa | 1 oe I 
dies Sete } 
rr 
ae : 
Re . my SS 
ie o% Sa 
ie Do Se ae j 
sh , Sa <tr! ) 
oa ee-cne ' 
a ATC In 
Ves hb. ae Re a ae ae ; 
ny orien 
ite hae 
tidak 
he 
Ae: a 
a a a aa ; 3 —_ 
es 3 : Se a ad ae cid 
pr we ‘ ‘ re 
meaty a ae eg f oy . ‘ 
Se , a py AED &: Ps Z 
A ; 4 
ae Ber ie ej | geht i 
es “ ‘ ge os bs ee . a ‘ 
Bee’ > ae > en OB al , 
pee ; a “ee La a ee f — 1/1) “3 
- ee oe Gee en uy * an 
= ‘ae ba cet | -— . , 
ew Y hes g Jeg peace tS ae Sige ek ae 
oy e Pee Bee a ; ae : 
os. Ja oa eae ae \ 
Pe £ she : Reger Des ee el t 
og ce a . fa 
ee ’ = : ee Pi a re aa. 4 
ee ) 
a es ; 
re 
a . 
| a | 
“ae 
ang 
aon 
pb , 
ad : 
ro 


Advertising Age, July 2, 1956 


change radically enough to war- 
rant semi-annual market effort, 
and few are showing anything new 
this market. Buyers, though, are | 
still coming around, many to von | 
just what the de-emphasis means. | 

The industry is still striving to| 
get what it feels is its proportion. | 
ate share of the consumer market, | 
and most report sales are climbing. | 
Price, too, is still concerning many 
manufacturers, and credit buying 
is being encouraged. 

Promotional effect efforts by 
most carpet makers is being in- 
creased, many in national maga- 
zines, and the Carpet Institute is 
working through most media to 
promote the industry. 


8 The outstanding exception at the 
market is Alexander Smith Inc., 
only manufacturer presenting new 
fabrics and patterns to buyers. 
None of Smith’s competitors seem 
to be quarreling with this since 
Smith is just now emerging from 
a reorganization period following 
its merger with Mohawk Carpet 
Mills late last year to form Mohas- 
co Industries (AA, Nov. 1, 1955). 
Each company has maintained its 
identity and separate sales organ- 
izations. 

Smith also has revamped its ad 
program this year, dropping all 
consumer advertising and concen- 
trating in trade publications to first 
sell dealers, G. J. Lawrence, Smith 
ad director told AA. He said Smith 
will review its advertising plans 
at the end of the year and possibly 
go back to consumer advertising 
next year. 

Mohawk Carpet Mills, too, has 
temporarily dropped consumer ad- 
vertising to concentrate on dealer 
promotion. It has what it calls the 
“most complete promotional pack- 
age in its history” on a Colling- 
wood Nordic texture line. All 
dealer aids, designed by Mack 
Stanley, are in four color using the 
Nordic theme to promote the line. 


® Bigelow-Sanford reports it has 
increased its fall consumer ad 
budget 35% over the spring cam- 
paign and is concentrating its 
schedule in House Beautiful, House 
& Garden, Life and The New York- 
er. Seven insertions will run in 
Life between Sept. 10 and Dec. 3, 
monthly pages will appear in the 
two shelter magazines, and ads are 
running every other week in The 
New Yorker. 

A. & M. Karagheusian is push- 
ing the “easy payment” theme this 
fall for Gulistan carpet with color 
pages in Life. Each ad will fea- 
ture two qualities of Gulistan car- 
pets and how they may be pur- 
chased on “easy budget terms.” 

Insertions will run in Life on 
Sept. 10, Oct. 8 and Nov. 5. The 
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The PHOTOMATIC Co. 
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WHITHER AWAY?—National Home Lamp Council, through Powell & 


Schoenbrod, Chicago, is using this 


spread in business papers to an- 


nounce its dealer display competition. The promotion was an- 
nounced at the summer home furnishings market in Chicago. 


fall trade schedule includes pages 
in 10 publications, and ads will de- 
scribe commercial installations. 


Bedding 

The bedding industry, which 
reached an alltime high sales fig- 
ure in 1955, is looking for the sec- 
ond half of ‘56 to be as good as last 
year, according to L. Gerald Koch, 
president, Columbia Bedding Co. 
Although April also was a bad 
month for bedding, Mr. Koch says 
“industry sales have been going 
along at a rapid clip since May.” 

Bedding people, too, are looking 
for a gradual upgrading. Sales of 
the $69 mattress are improving, a 
step up from the lower-priced pro- 
motional items starting at $39.95. 

Sales curve of dual purpose 
sleeping equipment seems to have 
flattened to normal buying, but 
the manufacturers are looking for 
an upswing because of vastly im- 
proved styling. 

Some manufacturers are still 
worried about heavy retail pro- 
motion on price appeals and re- 
port they are continuing to work 
on “honest pricing” by retailers. 

Simmons Co. reports it is con- 
tinuing heavy national promotion 
the second half of 1956. During the 


SUMMER SALE—Sealy Inc., which 
last summer experimented on re- 
ducing a $59.50 mattress to $39.95 
during a short period, found the 
promotion so successful it is re- 
peating it in Life Aug. 6. 


first half of this year, Simmons 
used 81 pages in 51 ads in 18 mag- 
azines. 

The fall schedule includes pages 
and color spreads, featuring 
Beautyrest and Hide-A-Bed in 
most of the shelter magazines, Life, 
Reader’s Digest, The Saturday 
Evening Post and American Week- 
ly and This Week Magazine. 

Burton-Dixie Corp. is following 
the upgrading theme, with a new 
Lady Elegance line, which includes 
a mattress, box spring and head- 
board and frame, all in matching 
nylon covering. Price brackets for 
this line, which Burton-Dixie says 
mak®s a new use of nylon in the 


bedding industry, is $59.50, $69.50 
and $79.50. 
.Burton-Dixie is planning no 
radital changes in its ad budget 
or iffitype of ads. Heavy promotion 
will tinue in magazines, out- 
door, t® and radio. | 
Sealy Inc., another leader in the| 
bedding field, reports it is spend- 
ing as much and probably more for 
advertising this year than last. A) 
special summer promotion will 
break in the Aug. 6 Life featuring | 
a $59.50 mattress at $39.95. A simi- 
lar summer sale was tried for the | 
first time last year, with such suc-| 
cess, Gerald Shappell, Sealy ad| 
director, said, that the company is) 
repeating the promotion. 
A new Con-Sealy-Bed will be 
introduced with a page in House 
Beautiful this fall, and a fall drive 
for the Posturepedic mattress will 
break in October. 


“The National Home Lamp Coun- | 
cil, which represents the portable | 
lighting industry, announced plans | 
at the market for a nationwide 
dealer contest and a national con-| 
sumer magazine campaign to be 
launched in the fall through Powell 
& Schoenbrod, Chicago. 

The contest is co-sponsored by | 
General Electric and the council. 
Prizes will be awarded to home 
furnishings retailers for the best 


display of lamps integrated with 
furniture First prize is a free trip 
for two to “anywhere in the 
world,” ai! expenses paid, including 
that of a baby sitter. Judges are 
Carl E. Thoma, Barker Bros., Los 


| Angeles; Fred ‘W. Howarth, J. L. 


| 
} 


Hudson Co., Detroit; Harold Brock- 
ey, Rich’s, Atlanta; Wm. L. Shearer 
III, Paine Furniture Co., Boston, 
and Gladys Miller, 
home furnishings consultant. 
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Van Nostrand Named A.£. 

Jack Van Nostrand, for the past 
three years national sales repre- 
sentative of KNXT, Los Angeles, 
and the Columbia Television Pa- 
cific Network, has been promoted 
to an account executive. He is suc- 
ceeded, b: ice Huffman, who 
has been _galeé service coordinator. 
ein has been advanced 
ce coordinator. 
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1 Test Market 


The London Free Press 


@ A PURE MARKET 


London is @ one poper market unaffected by the circuletion of out- 
side newspopers. This market is covered by 9 editions doily which 
offers wide opportunity for testing rural or urbon morkets seporately. 


@ A CO-OPERATIVE MEDIUM 


Through the co-operative advertising department of the London 
Free Press, you may add a “crispness” to your test campaign by 
stock checks, dealer tie-in advertising, sales promotion support ond 


split-runs. 


@ CANADA’S SEVENTH MARKET 


Whether it be for a test compaign or os part of your national effort, 


the London Free Press is the only medium 


completely covering 


Conedo’s Seventh Market. Look first to this economical medium for 


results! 


.Ontario’s Largest Daily Newspaper | 
Circulation Outside Toronto 


Publisher's Statement for March 31, 1956—98.724 daily. 


LONDON | 
FREE PRESS 


London 
Ontario 


CANADA'S FAVOURITE TEST NEWSPAPER 


—_— 


“INDUSTRIAL MARKETING is a 
basic tool in our organization” 


“We rely on INDUSTRIAL MARKETING in our 
marketing organization for authoritative analysis of 
significant trends in industrial advertising and selling. 
It is our working guide to better marketing of our 


products.” 


If you must make decisions on 


selling your products or service to business and 
industry, INDUSTRIAL MARKETING can be 
extremely helpful to you. A year’s trial includes 
a monthly copy bringing you all the latest tech- 


says ROBERT H. BURDSALL 
Vice President & Manager/Market Development-Advertising 
Russell, Burdsall & Ward Bolt and Nut Co. 


advertising and 


niques, methods and developments uf selling and 
advertising to business and industry—plus the 
556-page Annual Market Data & Directory Num- 
ber, June 25th. All for only $3. 


IM 1S A SISTER PUBLICATION OF 


ADVERTISING AGE 


MAIL TODAY FOR TRIAL—MONEY BACK IF NOT SATISFIED 

To: INDUSTRIAL MARKETING, 200 E. Illinois St., Chicago 11, Illinois 
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Kroehler Stresses 
Nine ‘Plug Built’ 
Points in Drive 


Cuicaco, June 27—A new cam- 
paign stressing construction fea- 
tures as well as style will break 
in August for the new Belle Aire 
upholstered living room furniture 
group made by Kroehler Mfg. Co. 

The campaign, stressing the com- 
pany’s nine “plus built’ lifetime 
features, will use pages in the Au- 
gust American Home and Ladies’ 
Home Journal, Aug. 6 Life and 
The Saturday Evening Post Aug. 
18. A color page featuring the 
Kroehler group and stressing Koy- 
lon foam cushions will be placed 
in the August Better Homes & 
Gardens by U.S. Rubber Co. 

In addition to pushing the pro- 
motionally priced Belle Aire group, 
Kroehler has scheduled color 
pages through the end of the year 
in most of the shelter magazines 
for both Kroehler and Valentine 
Seaver furniture, using its familiar 


promote nine 
struction features of several of its 
lines. Other phases of Kroehler’s 
advertising will run through De- 


makers, who were debuting in’ bulk of advertising. Many report’ dustry where style trends don’t 


Peterson & Kempner 
‘Shuts Agency Doors 


as Kempner Retires 


New York, June 27—Peterson 
& Kempner, a 30-year-old agency 
with 20 accounts billing in the 
neighborhood of $1,000,000, will 
close its doors Sept. 1. 

Henry Kempner, president, told 


See | AA last week, “Since I was retir- 


PLUS BUILT—Kroehler Mfg. Co., Chi- 
cago, is using this and similar mag- 
azine ads, beginning in August, to 


“plus built” con- 


cember. 


room setting theme. 


Kroehler’s Sleep-Or-Lounge, too, 


My Name 
Company 
Address 
City State 
| (95.95 enciosed (Bill me later 


| oO Bill my firm later 
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Salesense 
in 
Advertising 


381 ‘chapters of 
JIM WOOLF’S 
Advertising Age articles 


One of the most widely-read 
features ever to appear in 
Advertising Age, The National 
Newspaper of Marketing, is 
James CD. Woolf’s column, 
SALESENSE IN ADVERTISING. 
Many agencies and advertis- 
ers have urged us to make his 
articles available in perma- 
nent book form. Says James 
Webb Young, former AAAA 
president and founder of the 
Advertising Council: “You 
will never find Jim Woolf duil. 
He always has something to 
say which is interesting. And 
he has a gift for saying it pith- 
ily. What is more, he has con- 
victions. And convictions are 
what makes writing vital.” 
Single copy price, $5.95. 
Money-back Set BAL: 
Send for your copy of SALES- 
SENSE IN ADVERTISING 

now. Mail coupon below. 
VY 


ADVERTISING AGE 
200 E. Illinois St. 


Chicago, Ml. 
Send mea of SALESENSE IN 

at $5.96, including 
—- If I am not satisfied after 


book and owe you nothi ing. 


is getting its share of advertising, 
starting in August in several shel- 
ter magazines. This dual-purpose 
sofa, one of few Kroehler pieces 
not shown in the ads in a room 
setting, has a matching chair with 
every style. 

- To round out the year’s promo- 
tion, a chair campaign is set for 
December “chairs as Christmas 
gifts.” 

All phases of the drive will be 
backed by ads in trade publications 
and dealer aids. 

Henri, Hurst & McDonald is the 


agency. 


Ladd, Southward Adds One 
Armour Veterinary Laboratories, 
Kankakee, Ill., a division of Ar- 
mour & Co., has appointed Ladd, 
Southward & Bentley, Chicago, to 
handle the advertising for its com- 
plete line of veterinary medi¢ines. 
Veterinary publications and direct 


- |mail will be used to advertise the 


present line and to introduce sev- 
eral new products. Jordan-Sieber 
& Associates, Chicago, formerly 
handled the account. 


Leeds Appoints Moat 
Donald E. Moat, formerly assist- 
ant director of marketing, has 


been appointed director of market- 
ing of Leeds & Northrup Co., 
Philadelphia. 


ing, other people with an interest 


| in the agency didn’t want to carry 


on. Everything is in fine shape; 
there is not a single other reason” 


nt for closing. 


William FE. Peterson, former 
board chairman, retired from the 
agency several years ago. Roger N. 
Peterson, a vp, has moved to J. M. 
Mathes Inc. 

Mr. Kempner said he had noth- 
ing to say about where the agen- 
cy’s accounts will go, other than 
that the question was largely un- 
decided. Mr. Peterson told AA that 
“at the present time” none of the 
accounts is going to the Mathes 
agency. 


® The accounts at Peterson & 
Kempner include Behr-Manning, a 
Norton Co. division, which turns 
out coated abrasives; Elliott Co., 
steam turbines; Fitzgibbons Boiler; 
Peterson Steel; Schenectady Var- 
nish; Sumo Pumps and White 
Dental Mfg. Co. A check with an 
official at Behr-Manning, in Troy, 
N.Y., indicated that company has 
not yet decided on a new agency. 
Mr. Kempner got his start in the 
advertising service department of 
the McGraw-Hill Co. around 1919, 
with the assistance of William E. 
Peterson, then assistant head of the 
department. The two men subse- 
quently moved elsewhere, and Mr. 
Kempner joined the agency started 
by Mr. Peterson later in the ’20s. 


Smith Joins ‘Farm Journal’ 

Thomas Ellison Smith has joined 
the field marketing division of 
Farm Journal and Town Journal 
magazines to cover the southern 
states. Mr. Smith, who will have 
headquarters in Atlanta, previous- 
ly had been with the ad sales staff 
of the Atlanta Journal. 


ABC Names Johnson ~ 
Herbert G. Johnson, formerly 
assistant chief auditor, has been 
named chief auditor of the Audit 
Bureau of Circulations, Chicago. 
He succeeds Leo H. Smith, who will 
manage ABC’s New York office. 


whose names 


in khis publication 
because so many of the 
advertisers, agencies, 
and publications, 


news and advertising columns 
specify, buy, or use 
fine photoengravings by 


appear in the 


Letterpress and Gravure 


COLLINS, MILLER & HUTCHINGS, INC. 


333 WEST LAKE STREET, at 


WACKER BRIVE - 
AMERICA’S FINEST PROTOENGRAVING PLANT 
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CHOOSE ADVENTURE—Here are two of five newspaper pages for re- 
cruiting, produced by WTOP, Washington, as a public service in co- 
operation with the advertising, recruiting and publicity branches of 
the armed services. Mats of the ads are being distributed nationally 
by recruiting stations. Testimonials in the ads may be replaced with 
statements by prominent figures in other markets. The series deals 
with the Army, Navy, Marine Corps, Air Force and the Defense Ad- 


’ visory Committee on Women’s Services. 


Donnelley Public . 
Stock Offering 
Is Oversubscribed 


Cuicaco, June 26—First public 
offering of stock of R. R. Donnel- 
ley & Sons, 92-year-old family- 
owned Chicago printing company, 
was made last week by an invest- 
ment banking syndicate headed by 
Harriman Ripley & Co. and was al- 
most immediately oversubscribed. 
The company is reportedly the 
largest commercial printer in the 
US. 

The offering is 573,575 shares of 
the company’s common stock at 
$27.50 a share. Of the total shares, 
420,000 represent new financing by 
the company and 153,575 shares 
are being sold for certain stock- 
holders. 

Newspaper ads in major finan- 
cial markets have been placed for 
the syndicate by Albert Frank- 
Guenther Law. 

Net proceeds from the sale of 
the 420,000 shares will be added 
to the general funds of the compa- 
ny and used for such corporate 
purposes as the management may 
determine. The company has 
planned a program of capital im- 
provements which is expected to 
approximate $48,000,000 in the 
next three years. 

Donnelley, also known as the 
Lakeside Press, was established in 
1864. Its principal plants are in 
Chicago and Crawfordsville, Ind. 


® According to the prospectus is- 
sued by Harriman Ripley & Co., 
Donnelley prints and binds all or a 
major portion of a number of mag- 
azines including Farm Journal, 
Fortune, Life, Look, Sports Illus- 
trated, Time and Town Journal. 
It also prints and binds over 1,000 
different telephone directories and 
a substantial part of the Mont- 
gomery Ward & Co. and Sears, 
Roebuck & Co. catalogs and the 
Encyclopedia Britannica, Comp- 
ton’s Pictured Encyclopedia and 
the World Book Encyclopedia as 
well as religious books and school 
texts. 

“Taken in the aggregate, For- 
tune, Life, Sports Illustrated and 
Time and other work done for 
Time Inc., the company’s largest 
customer, accounted for approxi- 
mately 35% of the company’s total 
sales,” the prospectus continues. 
“The company has produced a ma- 
jor portion of Time since 1928, of 
Life since the first issue in 1936, of 
Fortune since 1948 and of Sports 
IUustrated since its inception in 
1954. Cowles Magazines Inc., pub- 
lisher of Look, portions of which 
the company has been printing 


since 1949, and Farm Journal 
Inc., publisher of Farm Journal 
and Town Journal, produced by the 
company since 1935 and 1944 re- 
spectively, are the company’s sec- 
ond and third largest customers in 
the magazine field.” 

Net sales for Donnelley in 1955 
were $96,404,000 and net income 
$6,600,000. Per share earnings were 
$3. For the four months of 1956 
ended April 30, sales were $36,- 
519,000, compared with $30,872,000 
in the like period of 1955, and net 
income for the four months of this 
year were $2,611,000, compared 
with $2,056,000 in 1955. 


Appliance Dealers’ 
Profits Hit 3.4% in 
‘55, NARDA Reports 


Cuicaco, June 26—In its tenth 
annual cost-of-doing-business sur- 
vey among members, the National 
Appliance & Radio-TV Dealers 
Assn. a new high level 
of efficiency among dealers and 
a net profit ratio to sales of 3.4%, 
the highest ratio since 1950. 

The dollar sales volume of re- 
porting dealers showed an average 
increase of more than 10% in 1955 
compared to the previous year. 
Of the respondents, 63% indicated 
they expect a sales increase in 1956 
averaging 14%. Another 20% pre- 
dicted an average decline of 13% 
in sales, and the remainder antici- 
pated no change. 

The dealers made two comments 
regarding advertising. For the fifth 
consecutive year, they said that 
false and misleading advertising is 
one of their main operating prob- 
lems. 

And, in answer to a question 
about expected economies in the 
coming year, a majority of the 
dealers said they plan to “concen- 
trate” advertising. 


® This, they said, means narrow- 
ing the number of media used in 
an attempt to get better results. 
Some said they will cut down on 
advertising; others simply said 
they will try to “control it better.” 

Appliance store advertising in- 
cluded newspapers and other pe- 
riodicals, direct mail, outdoor post- 
ers, radio-tv commercials and win- 
dow trimming. The radio for this 
expense in 1955 remained at 2.5%, 
unchanged from both 1954 and ’53. 

The report suggested that since 
sales in 1955 showed a substantial 
gain, while advertising expenses 
in relation to sales remained un- 
changed, dealers effected advertis- 
ing economies during the year or 
invested their advertising dollars 
more wisely. 
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Eberhard Faber 
President Credits Ads 
For Stationery Gains 


Grossincrr, N. Y., June 26—Ad- 
vertising and sales promotion were 
credited by Louis M. Brown, presi- 
dent of Eberhard Faber Pencil Co., 
Brooklyn, with playing a large 
part in the growth of the office 
supply industry. 

Speaking before the regional 
convention of the Natjonal Sta- 
tionery & Office Equipment Assn. 
last week, Mr. Brown said, “The 
phenomenal growth of our in- 
dustry has been due in no $mall 
part to the intelligent use of ad- 
vertising and promotional aids.” 

Statistics quoted by Mr. Brown 
indicated that in the 10-year period 
ending 1953, the gross national 
product rose 90%, while in the of- 
fice supply industry the increase 
was about 300%. Annual sales for 
the group now run about $4 bil- 
lion. 

“Obviously,” Mr. Brown added, 
“our business is one of the leading 
growth potential industries in the 
world, but the continued growth 
will be measured by the manner 
in which we further develop and 
use advertising, promotion and 
modern marketing methods.” 


® It is especially significant, Mr. 
Brown pointed out, that 13.2% 
of all employed persons in the na- 
tion work in offices, compared with 
8.3% in 1930. Of equal importance, 
he said, is the fact that 25% of all 
man-hours is spent in offices. 

‘Industry manufacturers spent 
slightly more than 2% of sales on 
advertising in 1954 and a similar 
amount last year. He said this 
figure was in line with other in- 
dustries of comparable size. 

The industry leader urged re- 
tailers to make greater and more 
effective use of the ad and pro- 
motional materials made available 
to them by the manufacturers. 

“To reach the sales volume you 
have today, you would have to be 
pitching in a larger amount of 
money into sales promotion if your 
manufacturers didn’t backstop 
you with sales aids and helps, mer- 


‘chandise materials and advertis- 


ing,” he said. Ad expenditures of 
retailers, Mr. Brown said, amount- 
ed to only 1% of volume. 


8 “The next time you consider 
tossing out a manufacturer’s sales 
promotion or merchandising piece 
without putting it into play, just 
remember how much it would cost 
you to produce this same material 
yourself.” 

The manufacturer, he stated, 
does not take a one-sided view of 
selling, having learned long ago 
that in order to help himself he 
must first help his customers to 
make selling effective and ef- 
ficient. 


N.Y. Type Directors Elect 
Arthur B. Lee, president of Ar- 
thur B. Lee & Associates, New 
York, has been elected president of 
the Type Directors Club. He suc- 
ceeds Gustave Saelens, production 
manager, Geyer Advertising. 
Other new officers elected were 
Abraham A. Versh, vp of Ameri- 
can Artists Group, vp; Edward 
Gottschall, editor of Art Direction, 
treasurer; William Streever, type 
director, Kenyon & Eckhardt, re- 
cording secretary, and John Lord, 
manager of the applications labo- 
ratory, Fairchild Graphic Equip- 
ment, corresponding secretary. 


Four Join Stiller, Rouse 

Bob Duden, formerly advertising 
manager of Berkeley Pump Co., 
has joined Stiller, Rouse, Berggren 
& Hunt, Beverly Hills, Cal., as an 
account executive. Arlene Gilbert, 
formerly with Cayton Inc., New 
York, has joined the agency as a 
copywriter. Stanley Dann and 


Kenneth Larson also have been 
added to the art department. 
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TAKE TEA AND SEE—This is the outdoor poster the Tea Council is 

sponsoring in 18 markets for the next two months illustrating the 

theme and mood of its new campaign for iced tea. In addition, tv 

spots will be used for two and one-half months in nine markets, 

and radio spots for the same period in three other markets, making 

a total of 30 different markets. Leo Burnett Co., Chicago, is the 
agency. 


Spot TV Costs Up, Tea Council's Summer 


New York, June 27—Starting 
July 3, the Tea Council will launch 
a new advertising program for iced 
tea. Television spots will be used 
for ten weeks in nine markets; 
outdoor panels will be used for 
two months in 18 markets. In ad- 
dition, a 
radio spot campaign was started, 
experimentally, June 15. 

Edward M. Thiele, vp of Leo 
Burnett Co., Chicago, the council’s 
agency, explained at a press con- 
ference here last week that the 
council’s new summer program is 
based on the findings of an ex- 
tensive study made recently by 
Dr. Ernest Dichter, president of the 
Motivational Research Institute. 

In addition, Mr. Thiele said, it 
was decided to seek a “bold new 
approach to iced tea advertising” 
because the effectiveness of the 
council’s tv spot campaigns has 
gone “into a slow decline.” 

The reason, he said, is that spot 
tv now costs about 50% more than 
in 1953 to maintain the same 
weight schedule. 


= “But we are spending this year 
about $1,000,000—the same rate as 
in °53,” Mr. Thiele said. “If you 
can’t increase your budget by that 
50% of cost increase, you have to 
try other ways to improve your 
effectiveness. 

“This is how we tackled the 
problem. 

“First, all tv spots have been 
moved into evening periods, in- 
stead of being divided between day 
and night schedules as in the past. 
We believe this will add a desired 
concentration against the family 
audience. Secondly, we have im- 
proved the spots.” 

The Tea Council’s continuing re- 
search, Mr. Thiele said, shows that 
35% of the people in the U.S. now 
drink iced tea regularly. They 
drink from seven to 30 glasses a 
week. Another 25% of the people 
don’t drink iced tea at all; 40% 
drink it occasionally. 

Significantly, he said, research 
has developed that many members 
of this group would enjoy having 
iced tea more often. 


= The theme of the new tv spots— 
“Why don’t we have iced tea more 
often?”—will also be used in out- 
door and radio promotion. This is 
highly desirable, Mr. Thiele said, 
from the standpoint of determining 
the impact of the slogan, as well 
as for further guidance of media 
purchases in the years to come. 
Robert B. Smallwood, chairman 
of the Tea Council and chairman 
of Thomas J. Lipton Inc., in a 
statement released at the press 
conference, declared, “It is im- 
portant to stress that we are not 
critical of rising costs when ac- 
companied by equivalent increase 
in circulation. As with many other 
media, these have kept pace with 
the increased circulation of tv. The 
Tea Council has used tv success- 
fully, and during the last three 


two-and-a-half-month | 


| Drive Shifts Some Funds to Radio, Outdoor 


years the total U.S. market has 
increased 10.7%. 

“But certain elements have been 
sacrificed to dollar efficiency,” Mr. 
Smatiwood said. “We found our- 
selves using more and more day- 
time tv, with a _ corresponding 
decrease of concentration of night- 
time segments. We did not feel 
this was a healthy situation. 


s “The decision to change to tea 
often involves an entire family. 
We know, too, that tea is what 
might be called a low-interest 
product, and as such, requires an 
unusual approach. 

“In view of these several fac- 
tors” Mr. Smallwood said, “the 
council’s board of directors encour- 
aged Leo Burnett Co., its advertis- 
ing agency, to seek a bold, new 
approach to this year’s iced tea 
advertising.” 

Tv spots will be used in the fol- 
lowing markets: Baltimore, Bos- 
ton, Chicago, Detroit, Los Angeles, 
New York, Philadelphia, Pitts- 
burgh, and Washington. A total of 
770 10-second and 20-second spots 
in the high-listening hours of the 
evening will be used for ten full 
weeks, starting July 3. 


® Outdoor panels will be used in 
18 additional markets, largely in 
the South and Midwest. Some of 
these already have been posted in 
the South. 

The use of radio, Mr. Thiele 
said, “will be something in the na- 
ture of a pilot study to determine 
whether radio coverage will be in- 
creased later.” The three radio 
markets for this summer are Au- 
gusta, Ga.; Cleveland and Norfolk. 


Chicago's State Street 
Plans Gala Shopping Event 

A special cooperative merchan- 
dising effort has been planned for 
Chicago’s downtown State St. for 
Aug. 9, 10 and 11. The State 
Street Council is sponsoring the 
event. Music, entertainment, celeb- 
brities and stunts will liven up 
State Street during State Street 
Days. Stores are planning special 
values. : 

All stores will use a common 
masthead in their advertising cam- 
paigns. Unusually heavy news- 
paper advertising will back up the 
promotion and tv and radio will 
be used. 


Philco’s Hardy Foresees 
7,500.000 TV Set Sale 

Larry F. Hardy, vp of Philco 
Corp., Philadelphia, predicted that 
the general level of business will 
remain high for the remainder of 
1956 and that the television indus- 
try will sell about 7,500,000 tv sets, 
slightly more than were sold last 
year. He made the prediction on 
the occasion of the unveiling of 
Philco’s 1957 line of 50 new model 
tv sets. 

He said Philco didn’t believe 
color tv would “take hold” this 
fall and is delaying production. 


Young Vladimir Is 
Sales Head of Puerto 


Rico Station 


New York, June 26—Deciding 
to strike out on his own, young 
Andrew Vladimir has left his 
|father’s agency to become sales 

manager of WAPA-TYV, in Puerto 
| Rico. 

| Mr. Vladimir, 24, is the son of 
|Irwin A. Vladimir, president of 
Gotham-Vladimir Advertising, one 
of the leading international adver- 
tising agencies. 

Mr. Vladimir joined Irwin Vlad- 
imir & Co. in 1954 upon his grad- 
uation from Yale. After the agency 
was merged last year with Gotham 
Advertising, he became radio-tv 
plans director. 

WAPA-TV began transmissions 
from San Juan in April, 1954. It is 
one of three tv stations on the is- 
land. An estimated 130,000 re- 
ceivers are now in use in Puerto 
Rico. 


Textile Maker Names Hallock 

George Hallock has joined Bus- 
ter Brown Textiles, Wilmington, 
Del., as director of promotion and 
advertising. He formerly was vp 
in charge of retail relations for the 
Brand Names Foundation. 
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Attorneys Buy WHAM/WHFM 
John § Riggs, Elmira, N. Y., and 
F. Rob@t Greene, Buffalo, at- 
torneys and partners in Riggs & 
Greene, plan to buy WHAM and 
WHFM, Rochester, for about $500,- 
000 from Trans-continent Tele- 
vision Corp., Buffalo, which re- 
cently bought these stations and 
WHAM-TVYV from Stromberg Carl- 
son Broadcasting Corp. for $5,100- 
000. Both transactions are sub- 
ject to approval by the Federal 
Communications Commission. 


Credit Union Savings Increase 

Credit union members in North 
and Central America increased 
their savings in credit unions by 
$389,000,000 last year, according 
to the “1956 Credit Union Year- 
book,” just published by the 
Credit Union National Assn., Madi- 
son, Wis. Total credit union sav- 
ings are up to $2,977,408,838; av- 
erage savings for each member are 
$299.82, an increase of 3.2% over 
the year before. 


.CLIP THE CLIPPER ® 


Like many other BIG NAME firms, you, too, 
con clip monthly Clipper ort for striking, erigi- 
nal layouts thet can be preduced in a jiffy. 
Free sample. Yours to use. Address... 


MULTI-AD SERVICES, INC 


Box 806M Peoric, Iilinois 


ing ever since. 


THE KANSAS CITY 


~— 


When SKELLY introduced its new Skelly Su- 
preme Gasoline with KEOTANE to the dynamic 
Kansas City Market with a whacking campaign 
in The Star—SKELLY pumps started whirring 
like crazy. And SKELLY sales have been soar- 


For massive impact on one of America's BEST 
markets, nothing touches The Star. Most thor- 
ough twice-daily circulation coverage in America 
—5% carrier delivered. 


STAR 
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y In Philadelphia, buying begins at home 


The Bulletin goes home... delivers more copies 


to more people every seven days in 


Greater Philadelphia than any other newspaper 


Practically all buying in Greater Philadelphia begins at home with the entire family in 
on the decision. And the family newspaper is The Evening* and Sunday** Bulletin. 


The Bulletin packs selling power throughout a market noted for its buying power. 
Philadelphians like The Bulletin. They buy it, read it, trust it and respond to the. 
advertising in it. The Bulletin is Philadelphia’s home newspaper. 


* Largest evening newspaper in America **R.O.P. editorial and advertising color 


ADVERTISING OFFICES: Philadelphia, 30th and Market Streets + New York, 342 Madison Avenue 
Chicago, 520 N. Michigan Avenue + REPRESENTATIVES: Sawyer Ferguson Walker Company in Detroit 


Atianta + Los Angeles + San Francisco 


In Philadelphia nearly everybody reads The Bulletin | 
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_ Feature Section 


Advertising Age 


Are ‘New Yorker’ Readers so Different? 


C. M. Gets Air Conditioned 


National Ads and National Advertisers 
Bedell Disapproves of Half Selling 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


Salesense in Advertising ... 


THE NATIONAL NEWSPAPER OF MARKETING 


Are ‘New Yorker’ Readers Immune 
to Sensible Advertising 


By James D. Woolf 
Advertising Consultant 
Are you a witch, sorceress, 
hag? 
A gangster, brigand, cutthroat, yegg? 
soothsayer, 


crone, 


A gypsy, fortune teller, 
necromancer? 

A nasty and nause- 
ating little brat? 

If you are one or 
more of these hor- 
rors—or, perhaps, a 
murderer, kidnapper, 
horse thief, cattle 
rustler—then do not 
fail to acquire for 
yourself, by fair means 
or foul, a new Rem- 
ington Quiet-Riter. 

This new model, you see, is the Rite 
Riter for the Riffraff Remnant of the 
American typewriter market. How do I 
know that? Why do I believe such a 
thing? How dare I say it? Well, isn’t that 
what the ad (shown here) portrays? And 
right over the signature of Sperry Rand 
-Corp., which, I am sure, subscribes to the 
policy of truth in advertising. 


James D. Woolf 


e Whether or not this page appeared 
only in The New Yorker is not impor- 
tant. It would be awful enough, in my 
opinion, if it had shown its ugly face 


poking © rele enrene eater 
on 


Sie 1 set ¢ Mcmalimatent, Tee Sa Ee 


only in the National Police Gazette. 

Some admen, it appears, believe that 
The New Yorker is read solely by a spe- 
cial breed of homines belonging to the 
order which contains nitwits, half-wits, 
dolts, simpletons, sapheads, zanies, mer- 
ry-andrews, and all such mentally re- 
tarded dunces. The theory seems to be 
that this special breed is totally immune 
to conventional advertising. 


a Note, for example, the column ad 


which appeared in The New Yorker over 
the signature of the National Foundation 
for Infantile Paralysis! If there is any 
subject in the world more deserving of 
dignified treatment, 
I don’t know what it 
is. I don’t mean to 
say that the treat- 
ment used is silly or 
unpleasant, but I 
don’t see an impor- 
tant reason for the 
juvenile technique. 
Must childish sym- 
bols be used in order 
to get through to 
New Yorker read- 


ers? 
Note, further, the MEANTIME, FOLLOW 
General Electric THESE PRECAUTIONS: 


page which appeared 
in the same issue of 
this magazine. The 
big news seems to 
be that “This re- 
markable new Gen- 
eral Electric Thin- 
line room air condi- 
tioner is so thin it 
can actually fit flush 
with your inside 
walls with little or 
no outside projec- 
tion.” In other mag- 
azines this news 
is proclaimed overtly and boldly by dom- 
inant illustrations and headlines, but in 
The New Yorker the big news is buried 
under a meaningless and irrelevant pic- 
ture that occupies half of the page space. 
Why? How do they figure it? Why is it 
right to proclaim this news openly and 
baldly in Life or the Post, but wrong to 
do likewise in The New Yorker? 


s The notion that New Yorker readers 
are a special breed of irresponsible, fun- 
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mad simpletons is, in my judgment, non- 
sense. At least 50 of my acquaintances 
and friends are subscribers. They are 
completely normal people of, I think, 


G. D. Crain Jr. Says... 


above-average taste and intelligence. In 
the immortal words of Francis Schmidt, 
they put on their pants (and nylons) one 
leg at a time like everybody else. 


AMA Printing Goes Commercial 


It has been generally known for the 
past six months that the American Med- 
ical Assn. planned to discontinue printing 
its Journal and other professional pub- 
lications in its own printing plant. When 
the news was officially released, it 
marked a milestone in the trend toward 
commercial printing of publications, as 
compared with the maintenance of pri- 
vate facilities. 

Many publishers—and advertisers, as 
well—formerly maintained their own 
printing plants, and in certain fields, like 
newspaper publishing, this is essential to 
their fast production. On the other hand, 
magazine publishers have been getting 
out of the printing business in consider- 
able number during the past few years. 
Capper Publications, for example, for- 
merly printed both Capper’s Farmer and 
Household in its Topeka plant, but they 
are now being produced by Fawcett- 
Dearing in Louisville. 

Curtis Publishing Co., McCall Corp., 
Fawcett Publications (operating through 
a subsidiary, Fawcett-Dearing), Meredith 
and Conde Nast are the principal major 
magazine publishers who have their own 
printing facilities. McCall, like Fawcett 
and Conde Nast, serves other publishers 
as well. Time Inc., Crowell-Collier and 
Hearst do not print their own publica- 
tions, but use the facilities of commer- 
cial printers specializing in magazine pro- 
duction. 


® Many large companies which formerly 
maintained extensive printing facilities 
have turned this part of their business 
over to commercial printers. Sears, Roe- 
buck formerly produced its own catalogs, 
but these are now in the hands of private 
printing establishments. There was a time 
when Procter & Gamble operated its own 
printing plant through Procter & Collier 
Co., its house agency, but both facilities 
were discontinued a good many years ago. 

Why does an organization like the 
American Medical Assn., which operated 
its own printing facilities for decades, 


Employe Communications... 


finally decide that it can do better by 
placing its business with an outside print- 
er? The main reason seems to be that to 
keep pace with costs requires constant 
investment in new facilities and equip- 
ment. Many companies prefer not to make 
this investment, and therefore their print- 
ing plants gradually develop higher costs 
than are experienced in modern commer- 
cial plants. 


s It was reported that the AMA found 
that to bring its facilities up to date 
would have required an investment of $2,- 
500,000. It thus had a choice between in- 
creasing its capital account for equipment 
or going to a printing plant with low-cost 
production achieved through the use of 
the most modern facilities for publication 
production. The AMA turned over the 
printing of Today’s Health, its consumer 
magazine, to the McCall Corp. several 
years ago, with many of the same consid- 
erations in mind. McCall will now print 
the weekly Journal as well. 

Some magazine publishers, as suggested, 
operate printing plants which serve other 


ne as well. The McCall Corp. is ° 


a good example of activities in this field. 
But its printing division is capably 
staffed and its plant well equipped and 
operated, so that this may be considered 
a separate operation from its magazine 
publishing business. 

Some publishers likewise finance the 
purchase of presses and other equipment 
by their printers, so as to assure the use 
of the best facilities for the production 


‘of their publications. The cost is amor- 


tized over a period, a plan which works 
to the mutual advantage of the printer 
and his customer. 

Publishers in general feel that they 
are better off to use their capital and 
executive talent in the fieid they know 
best, and to leave the technical problems 
of operating printing plants to graphic 
arts specialists. And advertisers, with few 
exceptions, have come to the same con- 
clusion. 


Management Looks at Union Bargaining 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

When Walter Reuther capuieanindls some 
time ago, that he would seek to persuade 
management of the attractiveness of a lit- 
tle package called the guaranteed annual 
wage, management recoiled. Manage- 
ment-mindeli journals devoted headlines 


to the invasion of management's righis, 
and solemn conclaves of executives were 
assembled to discuss the evils of the Reu- 
ther proposal. Beyond that, there wasn’t a 
whole lot done to resist the blandishments 
of the CIO. Whether one calls it the guar - 
anteed annuai wage, the supplementary 
employment benefit or cash for not work- 
ing, Reuther gained. more than he lost. 
Recently in Chicago the American 
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Management Assn. heid a significant two- 
day conference devoted specifically to 
collective bargaining. It was a powwow 
designed not to draw battle lines between 
management and unions, but to impress 
the score upon the minds of management 
people, particularly the bargaining repre- 
sentatives, that it’s well to know what the 
score is, Guy Farmer, former chairman 
of the National Labor Relations Board, 
was one who briefed the audience, im- 
partially, on what had taken place and 
what might be expected. Lee Shaw, one of 
the country’s ablest attorneys specializing 
in labor relations, urged his listeners not 
to “bargain blind” on GAW. Rocco Sicil- 
iano, Assistant Secretary of Labor, re- 
minded the personnel men that the rela- 
tive absence of labor explosions in the 
past three years “is a sign of maturity in 
government, as well as in management 
and labor.” 


= One conclusion kept impressing itself 
upon| the listeners: Management lacks 
skill at the bargaining table. The good in- 
figh , it seems, are still on the labor 
side. They come into bargaining sessions 
with better training and direction, more 
economic facts at their finger-tips, bull- 
dog determination to hang on until 
they’ve made their points—and far supe- 


after. 

The AMA collective bargaining confer- 
ence was a sobering conclave. It gave per- 
sonnel administrators new challenges to 
chew upon, and some were hard to swal- 
low. If it sent delegates back with a new 
resolve to become more adroit at the bar- 
gaining table, they had their money’s 
worth—and they did. The collective bar- 
gaining conference handbook, given to 
each registrant, is a real Baedeker for 
management bargaining representatives. 


@ One tragedy marked the conference: 
One could count the communications peo- 
ple of companies on the fingers of one 
hand. Perhaps their companies did not 
feel the conference had any particular 
bearing on communications; possibly 
communications people by-passed it 
themselves because of a cool interest in 
the subject. Unfortunately, communica- 
tions people generally know too little 
about negotiating; they concern them- 
selves with the niceties of writing and the 
slick appearance of their printed prod- 
ucts. They would do better to burrow 
into management-labor relations, where 
the needs are the greatest. The AMA had 
no extra room for communications peo- 
ple at the conference but they could have 
hung from the rafters and learned much 


rior communication, before, during andin so doing. 


On the Merchandising Front... 


The Coming Age of National Retail Brands 


By E. B. Weiss 

The next few years will bring: 

1. The-emergence of various chains as 
powerful national advertisers using na- 
tional media. 

2. The emergence of nationally-adver- 
tised brands controlled 
by the chains which 

~,.will be as heavily ad- 
vertised nationally as 
some of the strongest 
manufacturers’ brands 
and which will be 
more heavily adver- 
tised locally than most 
national brands of 

manufacturers. 
on ee This developing 
trend has been marked out in recent 
months, in one or more of its aspects, 
by the magazine campaign of Woolworth 
and of Ward, the first national ad by 
' Penney in. 30 years, the nibbling at tele- 
vision advertising by Ward, the an- 
nounced study being made by Sears of 
its potential use of national media, etc. 
It has been marked out, in other aspects, 
by the sudden realization in the food 
field that some food super-controlled 


brands are becoming quite competitive 
with manufacturers’ brands and are not 
at all “private” in the sense of being un- 
known and therefore not pre-sold. 


® Of course, that term “national brand” 
is a semantic cutie. Nobody knows what 
is really a national brand. How broad a 
distribution must a brand have in order 
to qualify as a national brand? (For ex- 
ample, although A&P does an annual 
volume in excess of $4 billion, it still 
doesn’t have outlets in large areas of the 
country. Is this a sound reason for con- 
cluding that the A&P brands are not 
national brands? Aren’t these A&P brands 
exposed to a substantial majority of our 
total population? And isn’t it true that 
scarcely 2% of the so-called manufactur- 
ers’ national brands are exposed to as 
much daily traffic as the A&P brands?) 
And then, too, nobody knows what is 
really national advertising. For example, 
hundreds of manufacturers claim to be 
national advertisers, although their mes- 
sages reach only a tiny part of the na- 
tion’s population and reach this small 
segment only sporadically and with most 
unimpressive space or time investments. 


Just Looking... 


_ “You get a lot to like,” the ad says. 

It is not a new thing to say; it is 
quite an old one, in fact. Yet, if you 
say it in small words, and.if you keep 
on with it, you make it stick. It sinks 
in. And that is the big job an ad has 
to do. 

Long words are all right in their 
place, but their place is not in ads. 
There may be times when you will not 
be able to duck them. But if you try 
hard, you can get rid of all but a few. 


® Short words have a force that long 
ones lack. We do not know why this 
is so, but it is true. Short words make 
what you write step out, but long ones 
bog it down. Try it and see. 

The Good Book says what it has to 
say in small words: “And God said, 


By Walter O'Meara 


Let there be light: and there was 
light.” “It is not good that a man 
should be alone.” “All that a man 
hath, will he give for his life.” 

And this, a song in words set like 
gems: “At her feet he bowed, he fell, 
he lay down: at her feet he bowed, he 
fell: where he bowed, there he fell 
down dead.” 


® One way to get out of the long-word 
rut is to do a piece like this each day 
in which you do not use any word of 
more than one syllable. 

But, as you can see, this sort of thing 
can be carried just so far. I wouldn’t 
recommend such a slavish adherence 
to the monosyllabic idea that you wind 
up with your copy—and yourself—all 
tied up in knots. 


Advertising Age, July 2, 1956 


The Creative Man’‘s Corner... 


From General Motors... 


—and the copy’s good, too! 


‘Simmer Out of Summer’ 


COOL AIR BY 


We realize we say nothing new or original when we opine that there are 
times when realism cannot tell the story as well as imagination—or, if you 
wish, impressionism. (Boy! Are we in over our head now!) 

Anyway, we think you’ll get what we mean by glancing at this ad for the 
Harrison Radiator Division of General Motors located in Lockport, N. Y. 
Harrison makes air conditioning systems for Buick, Oldsmobile, Pontiac and 
Chevrolet. (Yep—Caddy isn’t mentioned.) 

Well, if you saw the ad in full color—with the snow-covered peaks re- 
flected in the clear blue mountain lake and the wind-spun clouds in the sky— 
you’d get it twice as fast. Even makes us feel we ought to have air condition- 
ing in our car—and even if we can’t afford it! 

Frankly, until we saw this ad we never could quite imagine what air con- 
ditioning did for an automobile. Now we can practically feel it. A great job 
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On the other hand, although Sears is not 
generally credited with being a national 
advertiser, its annual investment of well 
over $40,000,000 in newspaper white 
space in practically every important 
trading area in this country really makes 
it a larger national advertiser than 
perhaps 90% of manufacturers who claim 
to be national advertisers. (And the Sears 
catalog investments, which probably dou- 
ble that $40,000,000 newspaper white 
space investment, really make Sears one 
of the two or three largest national ad- 
vertisers in this nation.) 


® Moreover, advertising consists also, in 
my opinion, of every brand impression 
made on the public, no matter where or 
how that impression is made. Thus, every 
package containing a store’s brand name 
does an advertising job. Every store dis- 
play favoring a store’s own brand does 
an advertising job (and bear in mind 
that a chain can give its “favorite son” 
brands enormously valuable in-store dis- 
play). 

So to all practical intents and purposes, 
we now have powerfully nationally-dis- 
tributed and powerfully nationally-ad- 
vertised store-owned brands; scores of 
them. The only real change is that the 
chains are about to use national media— 
and I should add “so-called” national me- 
dia, because to my mind a proper line-up 
of newspapers offers national advertising 
every bit as much as will tv, or maga- 
zines, or radio. 

In any event, the chains are heading 
toward the use of magazines and televi- 
sion to supplement their local advertising. 
And (Woolworth to the contrary not- 
withstanding) this advertising by the 
chains will be bought and paid for by the 
chains themselves for the very good rea- 
son that the advertising will be planned 
to feature not merely the chain’s name, 
but its own controlled brands. 


®’I believe this trend will be accelerated 
by the following developments: 


1. The chains feel they must maintain 
a strength comparable to that of their 
major resources. As their resources grow 
in size, chains must grow in size. As sup- 
pliers merge, the chains will merge (note 
the powerful merger trend in several 
retail fields.) Thus, more chains in more 
fields will have outlets tapping the lion’s 
share of the nation’s trading areas. 

2. The oncoming rush of color tv, with 
its potentialities for showing merchandise 
in true color, will encourage some chains 
whose inventory is _ color-important 
(what inventory isn’t color important to- 
day?) to go into network color tv. 

3. The chains have become amazingly 
similar in store architecture, in fixturing, 
in lines carried, in manufacturers’ brands 
carried, in local advertising concepts. 
They are becoming very much concerned 
about their almost total lack of indi- 
viduality. Controlled brands (which ob- 
viously cannot be bought elsewhere) plus 
national advert in national media 
may help them recapture a degree of 
individuality. 


® 4. The chains are becoming painfully 
aware of the enormous power of some 
manufacturers’ national brands. They 
feel that, strong as the chains are, these 
manufacturers are so much stronger, be- 
cause of brand standing, that these sup- 
pliers can be almost ruthless in their 
distribution and merchandising policies. 
They want to nip this trend before it goes 
any farther. Strong controlled brands and 
new types of retailer-sponsored national 
advertising may help to this end. 

5. The chains realize that the shopper 
is astoundingly unaware of what consti- 
tutes a manufacturer’s brand and what 
constitutes a retailer’s brand—and tends 
to concern herself even less about the 
difference between the two. In an amaz- 
ing number of instances, the shopper con- 
cludes that “if it carries a brand name— 
any brand name—it must be good.” The 
chain’s controlled brand can make splen- 
did capital of that situation, especially if 
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SWEET BEGINNING: CECIL JOHNSON, 2 OF PIMA 
"© INDIAN RESERVATION, TACKLES HIS PIRST ot 
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it is backed by some prestige advertising. 

6. National advertising in national me- 
dia beams the chain’s corporate name and 
controlled-brand names into trading areas 
where it does not now have outlets but 
where it may have outlets some day soon. 
Thus, just as some manufacturers adver- 
tise ahead of distribution, the chains are 
doing exactly the same thing. This hap- 
pens to be very smart policy, in my opin- 
ion, especially in view of (a) the race for 
more store outlets and (b) the merger 
trend among chains. 


® 7. If chains can achieve as fast a turn- 
over on their,own brands as they can on a 
manufacturet’s brand, and get a higher 
markup at the same time, their net-profit 
figures may improve. While this is not 
such a guaranteed road to a higher retail 
net profit. percentage as it appears to be 
‘on the surface, the fact remains that in 
many instances it will work out just this 
way. 

8. The chains are keenly aware of the 
power of in-store display to shape brand 
preference. They know that as self- 
service becomes still more universal, in- 
store-display becomes still more powerful. 
They know, too, that ever-faster shop- 
ping, more and more impulse shopping on 
more and more merchandise classifica- 
tions, also strengthen the position of in- 
store display. Well, they control in-store 
display! National advertising and con- 
trolled-brand exploitation plus controlled 
in-store display can give the chains quite 
a competitive position vis a vis the ma- 
jority of manufacturers’ nationally-ad- 
vertised brands. 


s There are other factors prodding the 
chains in this direction of using national 
media and of turning toward the store- 
controlled brands. I listed them some sev- 
en years ago in a study.I made then on 
what I visualized at thet time as the com- 
ing battle between manufacturers’ brands 
and retailers’ brands, and space limitations 
here compel me to call a halt. (Inciden- 
tally, several of the food super authorities 
who pooh-poohed that “it can't happen 
here” appear to have had a recent change 


of mind!) 

To sum up, it appears obvious to me 
that manufacturers are—right now—no 
longer really in position to claim exclu- 
sive rights to the term “national brand”; 
that they are no longer privileged to dis- 
parage the so-called “private” brand and 
to assume that it is unknown and un- 
wanted or a poor value; that they are 
no longer privileged to insist that their 
brands have faster turnover always and 
thus can carry a lower margin. 


@ It appears to me also that many manu- 
facturers with weak national brands will 
be compelled to use more advertising; and 
even some strong manufacturer brands 
will need still more pre-selling. The ex- 
clusivity om pre-sold brands which the 
manufacturer had. (or thought he en- 
joyed) is becoming less and less of a 
competitive reality. We now have power- 
ful retail-owned national brands (whole- 
saler controlled national brands, too, in 
some fields) and we will have more; 
many more. 

Sears does perhaps 90% of its $3.4 bil- 
lion in annual volume on its own brands. 
Ward does the lion’s share of its volume 
on its own brands. Ditto for Penney. And 
the controlled brands of these huge chains 
get a total advertising budget that is not 
matched by more than perhaps 200 com- 
petitive brands, if that many. On some of 
its controlled brands, the A&P accounts 
for as much as 12-14% of the total volume 
done on these categories in its trading 
areas. And I like to make the point that 
Sears, Ward and Penney account—be- 
tween them—for as large a volume on 
their controlled brands of bed sheets and 
pillow cases as do all of the manufacturers 
of national brands combined. Also, the 
shoe chains probably do a larger volume 
on their own brands than do the makers 
of nationally-advertised shoe brands. 

The battle of the brands, as I pointed 
out in that study of some seven years ago, 
is now between the producer’s brands 
and the distributor’s brands. And I sus- 
pect that, if anything, the cards lie with 
the distributors in at least some instances 
—not with the manufacturer. 


Looking at Radio and Television ... 


Some Suggestions 


on Spot-Checking 


Local Participations 


By the Eye and Ear Man 
One of the most common complaints 
from an advertiser spending millions of 
dollars (or thousands) in _ television 
spots or local participations is: “How 
do you really know my spot got on the 
‘air and how do you know the local engi- 
neer didn’t louse it up?” The same ques- 
tion was asked in radio and when color 
comes it will be asked more often. 
Surprisingly enough, most agencies 
arer’t sure how to answer this question. 
For those with doubts, some suggestions 
contained herein may be helpful. The 
real honest answer is, “You never can be 
completely sure, but the odds are better 
than 1,000-1, it went on all right.” 
Ideally, the advertiser’s representa- 
tives should monitor every spot. Ob- 
viously this is not physically or economi- 
cally possible in a campaign in 100 cities 
with 10 spots a week on several stations 
at various times of day or night. Even 
if it. were possible, the reports would 
vary in direct relation to the condition of 
the tv set the spots were being monitored 
on and the relative sobriety or alertness 
of the observer. 


= In radio, besides occasional spot checks 
by media people or clients or agencies, 
it was possible to have an independent 
recording company make a tape or record 
of the spot off the air and subsequently 


have it monitored at the home office of the 
client. Since few cities have kinescope 
facilities and since, if they did, it would 
cost about $25 a check, this form of peep- 
ing must be ruled out. 

A few large agencies supplied branch 
offices and traveling representatives— 
merchandising men, outdoor checkers, 
or executives—with specific spots to 
check. If they had the leisure to check, 
they submitted a report. In most cases 
they couldn’t take the time from their 
regular work ta do a thorough job. 

Several organizations of veterans, 
handicapped people, part-time research- 
ers, or by-products of the regular re- 
search groups have been set up to spot 
check and submit reports. This is some- 
times satisfactory, but again the uncer- 
tainty of the observer’s mental condi- 
tion and the reliability of the instrument 
used are suspect. The cost of this service 
is also unrealistic in a large spot cam- 
paign. 


® Can a client rely on faith? To a degree, 
he can. The stations, radio or television, 
represent big business in their towns. 
Consequently, for the most part, the men 
who run these businesses are leaders of 
their communities and beyond reproach. 
They are in business permanently and | 
would not risk their reputations in petty 
cheating. There are some exceptions, but 
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The COPYWRITER'S Art Course 


Copyright by Paul Pinson 


generification.) 


Simple, direct. The subhead could 
indicate Fat-head’s sex, or you may 
prefer to actually write “M-A-N” 
next to illustration. 


\ 

The Drawthink method lets you 
grasp the visual situation en totale. 
You will thrill at your freedom, for 
instance, in tilting mouth A and 
mouth B in opposite directions. Group 

ee \ 


Real Ads with Smiling Fat-Heads 


By now you should be able to draw Fat-head without tracing around a coin. 
Even though these are not perfect circles, and the teeth are a little crooked, 
the art director knows you are indicating an open-mouthed smile. And, ob- 
viously, a human being, which may be progress. 

(Any similarities to existing trade names, themes or actual ads, is a helpful 


At least two people are convinced 
that Granny’s recipe has something. 
If they are both movie stars or tv 
winners, this approach has possibil- 


@z (8) 


“WE ALL Love Yreun-ya PICKLES /™ 


Next Lesson: “My Daughter Married Joe.” 


"| Love 
PICKLES!" 


pictures like this lead to good head- 
lines, like “All Des Moines is Switch- 
ing to Granny’s Pickles,” in cage Des 
Moines happens to be the test mar- 
ket area. 


they are quickly discovered. 

In addition to the caliber of men with 
whom the spots are entrusted, a log is 
filed with the FCC in Washington and is 
available for checking. This is generally 
filled out by engineers or announcers 
and represents a minute-by-minute record 
of what went out over the air. Any trou- 
ble or variation from the norm is re- 
corded on this log and usually is reported 
to the station representative. 

If faith is not enough for the cynical, it 
is simple enough to ask a local manager, 
distributor, or retail outlet to spot check 
the commercial working in their behalf, 
and supply them with simple post cards 
on which to report. Also a sound-only 
check can be made on tape by a local re- 
cording company to verify the reports by 
non-professionals. 


= To advertisers who are accustomed to 
having ferret-eyed scanners take rulers to 
print ads to be sure they get what they 
ordered, a restlessness creeps in as they 
worry about whether the spot, nestled in 
a tin can, ever even got to the station and 
indeed whether it was ever played, or 
when. They can’t be blamed and they 


= In the case of live local participations 
at least a once-a-month-in-person visit is 
necessary by the copywriter or account 
executive. More frequent checks by ob- 
servers will supply essential qualitative 
information. 

Before long magnetic tape will be with 
us. Then it will be possible to spot check 
at random in any city using neutral re- 
cording companies which will take the 
check off the air without the knowledge 
of the originating station. The price of 
tape should be negligible. Until then, an 
occasional spot check in person or by rep- 
resentatives, plus faith in the high type 
of business men who own the stations, will 
have to do. 
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newspaper 
gives complete coverage 

in America’s fastest-growing 
major market. 
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GREATER MIAMT and Fiorida’s Gold Coast 


have practically no “summer slump.” Even the finest ocean-front hotels 

are in full operation. 10,000 permanent new residents added every month... 

plus 1,250,000 summer tourists . . . plus stabilized employment . . . produce a booming 
market for advertisers . . . reached at one low cost through The Miami HERALD. 


*for more facts, write for special news report just issued. Story, Brooks & Finley 
; National Representatives 


= ee : lei Bo s : : 
7 a 7 — | 
° ie. ‘ 
The Th | 
eS oe ‘ ie 
\ 2 4 . “ A 
* = ' of 
rioht ao . 
| 4 x 
| —= — a 
; ae “ 4 ‘ Qi 
time... —\ | 
a“ el tylenol aa : . ee 
ag Pi oe o's Be kg Ss Pe iat - 
. =m a . rie = 
é * : thy, Ey ee ve Se Pee | 
te ie ee Sen Phe tHiami Her* pil! _ 
pe 2 be + ae, _—‘~ ee g Far” - : SS 
, c &. 4 +¥ > : sine : : : (ongres= Votes ; ye! 1b 
| yo. oe QS » me | J LS Deapite Thrente.e by 
eo i, ye : , sdk a a / Pre dh > _ — R ; : 
5 east * + " 7 Wg ’ cy 
d i x a SSS ‘ “ ’ oe | rat | 
=) <Q if V7] a | re 
) Se a | 
4 e) ae > . aos ~~ . 4 a j di a4 
OB FOO | 
‘ . “< ; ’ an : ; e, 
al ; a : ’ >< wwe = . ae — \ \ "4 
bs oO eo ae Kiet aoe Pa. $x 
Ya ee (“a Bans ee 
— i sae 7 a A 
wae N * wag 8 . aad > Pa ie. > aN is Sy 
i Wa i ie A ea 1". eX <i ~ oe a 
‘ x2 ~ at zi — = — Sa er. <> \ 
Eo . Ht? - a : ‘ . : aff ee * ty" - — n> : 
- & * | pe “SS ae ee, : 'y _ ~ Ey: - -* 2 . ~ : * ‘a ane ‘a 
sas rs nN > | bs eee R 
i *; m4 ee *e) “Wg en } “ a - i. — \ 
a by ae ES Ps ‘ [Te a pee ox a ne Pp s 
F er ie, ee i ae Pe b 
4 = = . fee Pa ~ oon e = bs 
& i a A ae | 
a ae ; &, Af i ; io ¥ ? ” ; ee. J A KA ae Fal 
, : A \i ed Oe _ HGS a 
i 4 | + | TT  & ) 2 Be “3 
j \ : reg I { ee 53 be me < 46 4 < Vy } A aX 
, “so @\\ , : 
’ ; ‘ LC eS ees \ Y 1 a4 
hae ~ ess! Pd es: * ‘ i fe 
j ie a. 2 | ‘ : 
ONE :  \\ ‘\ 4 : 
) ee 6h ee i 
ie tee ae ee ee ‘i = a Baa cs . ; ; ; : 
a &. ri /- as » : a , ot Le 2 : 2 ee: ‘ , 5 
| j , Lae @ * 
, pa 4. Ad a 
yey 
is : 
vies’ os ai 
Veg gee? we ei. 
ee za 
' . 


~ 


64 


Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 

The sales manager addressed the group 
before him. “When you get the housewife’s 
eye and attention, say a few quick words 
to her. Don’t try to sell her. Just make an 
offer to those who are already ‘sold’ but 
need a reminder to buy. We aren’t inter- 
ested in selling all we can. We just want 
to sell some now and again, to those who 
are already favorably disposed toward us.” 


® I can’t get away from the belief that as 
a matter of business principle, it is a good 
idea to get more than 50 cents or 75 cents 
worth of selling service out of a dollar, if 
100 cents worth or more can be had. 

Yet, sales management (that includes 
promotion and advertising, I ne a 
seems satisfied all over the U.S. to send 
out salesmen (advertisements) who are 
admonished, “Don’t do a selling job. Just 
do a fractional part of it. That’s all that’s 
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necesssary to get some people to buy, and 
we want to be careful not to get too much 
business.” 

From any publication, one can clip plen- 
ty ads to prove this. 

Here are two, one national, one retail. 


= The margarine ad has space to burn. 
Has some obscure and limited research in 
connection with motivation revealed that 
it is unimportant how margarine tastes? 
Established ideas about selling would sug- 
gest that how a food product tastes is ex- 
tremely important. Of course, they may be 
just reminding customers of “consistency” 
qualities here, which they think present 
users don’t know, and they have no desire 
to do any calculated selling to new custo- 
mers. if I were running margarine ads in 
big space (full color too), I would want 
every ad to sell as much margarine to as 
many people as possible, as fully as possi- 
ble, as widely as possibie. (“AMAP AFAP 
AWAP”—to use our CLINIC abbrevia- 
tions.) 

Maybe this margarine doesn’t taste good, 
maybe it doesn’t smell good, but it spreads 
well. The housewife unfamiliar with it 
may logically assume that, I think. 

The retail ad is a spinet piano offering. 
It doesn’t sell pianos. The buyer comes up 
with a deal from the manufacturer. The 
mechanical people in the advertising de- 
partment neatly arrange the buyer’s tech- 
nical information in the paper. But no cre- 
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ative advertising selling intelligence is 
evidenced in use to get the most possible 
out of the space. 

The “sales manager” or the “sales poli- 
cy” of the store must have said: “Give 
technical details, so people who are now 
ready to buy a spinet, seeing this low price 
can come in. But don’t try to sell. Don’t 
mention the joy and satisfaction, or any of 
the advantages or benefits of owning a 
piano. Don’t mention that this is an excel- 
lent opportunity to bring pleasure and 
family music into the home. As a matter 
of fact, don’t use the words ‘piano,’ ‘tone,’ 
‘music,’ or anything else that might warm 
the desire of prospects. We haven’t enough 
spinets to accommodate the crowds if we 
weally put ‘sell’ in the ad. On the other 
hand, space is cheap, so let’s use weak sell 
and make the ad very big.” 


® Why aren’t copywriters permitted—in- 
deed, required—to use words to sell? Are 
the “product impression” boys convincing 
hard-boiled business men that the big 
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thing is simply to make an impression on 
the public, even a weak impression, so 
those largely already predisposed to do so, 
can come and buy? 

The “impression” from the right-hand ad 
is that this margarine is yellow as butter 
and spreads well. That’s all. The impres- 
sion from the piano ad is that there’s a big 
sale, the price is low. The assumptions on 
the part of prospects may be the marga- 
rine hasn’t good flavor and the spinet has 
a lousy tone—or the ads would have said 
otherwise, something more, surely, than 
smooth spreading and each is a “musi- 
cian’s instrument.” (“Well, Mary’s not a 
musician, we'd better get her something 
else to learn on.”’) 


® As I write, there are before me a half- 
page Lytton’s ad—otherwise very good— 
that doesn’t mention any colors, at all, of 
$125 silk suits; an Altman half page selling 
(I mean offering) a desk and chair, sug- 
gesting mail and phone orders but there 
is no word as to color of the upholstered 
chair seat. And a 40 x 20” desk is called 
large! The white space available is an 
ocean. A Sears ad for $100 furs that are 
“luxurious”—no other adjective given. At 
that price maybe there is neither warmth, 
style, or appearance in them. A huge Sears 
mattress ad, otherwise good, but the word 
“sleep” doesn’t even appear in it. A large 
Field’s ad on hand-hooked rugs, floating 
in space, without a single suggestion as to 


what they can do for the home! For years 
at Field's, this would have been unthink- 
able. Other ads similarly truncated are le- 
gion. Don’t stores want to sell? 

The fact that these weak “advertise- 
ments” get response proves nothing. Good 
offerings at fair or low prices by good 
stores in big media are simply bound to 
pick up some easy business. But if these 
ads don’t sell all they can for the money 
spent they thwart the sound management 
principle of “maximum use” of expense 
money. That is precisely the point. Al- 
though they do something, they don’t do 
all they can and should do. 

It is interesting to note that every one 
of these bob-tailed or emasculated retail 
ads mentioned, except Lytton’s, happens 
to stress special low prices. That’s their 
principal claim for attention and response. 
Price is important, but it is usually the 
second consideration in consumer buying 
—not the first. 

In brief, in the long period of America’s 
most “fabulous” prosperity, 1939-1956, 
advertising has come to depend largely on 
price cuts (provided by merchandise peo- 
ple) to sell goods, instead of on copy and 
the magic of words that truly skilled ad- 


Tips for the Production Man... 


Advertising Age, July 2, 1956 


vertising people can provide. 

It is this impoverished-copy type of ad- 
vertising that fades out of the selling lists 
fast when the first small signs of economic 
frosts nip the lush edges of easy volume. 


= Let’s not have some Johnny-come-late- 
ly, with a new research idea in his other- 
wise empty kit of selling wisdom, say: 
“People know what these products are 
and are for. You don’t have to tell them.” 
From the time the first salesman made the 
first sale to the first woman the “you 
viewpoint” (benefits and advantages and 
satisfactions) has done the largest of all 
shares of all selling’s work. That will in- 
exorably continue to be true. Selling is 
not telling people what a thing is—it’s 
making them want it, and getting them to 
do something about it. 

New types of research and schools of 
thought are constructive only when they 
increase, add to, or heighten, advertising’s 
capacities. They are detrimental when 
they lead undisciplined or indifferent ad- 
vertising minds to feed a bloodless saw- 
dust, vitaminless copy diet into white 
space, in place of that which abiding prin- 
ciples say should be there. 


Literature with the Chromium Look 


By Kenneth B. Butler 
(Mr. Butler is head of the Wayside 
Press and of Kenneth B. Butler & 
Associates, Mendota, II.) 

Any production man who has ever tried 
to simulate the appearance of chromium 
in product literature knows that to date 
this has been a well-nigh impossible task. 
Aluminum ink simply does not convey 
the high gleam of this metal, and in the 
long run a good contrasty halftone on 
white paper has been the simple but not 
very resourceful answer. 

Those who try to reproduce the ap- 
pearance of silver have the same prob- 
lem. 

It was then with a look of unbeliev- 
ing that I opened a six-page folder for 
various Westinghouse household small 
appliances to see that the mirror-like 
gleam of the chrome metal had been 
caught by the pr used. Closer ex- 
amination and a little scratching of the 
printed surface with a penknife re- 
vealed the answer. ’ 

The piece had been printed on alumi- 
num foil stock! 


s To avoid the deadliness of black and 
aluminum, three colors were used. First, 
apparently, the aluminum foil stock was . 
overprinted with white, save for the spots 
where aluminum was to show through. 


Generous areas were designed by the lay- 
out man to be carried in a live red ink, 
for contrast. Black was used for more 
contrast and for carrying the halftone de- 
tail which imparted dimension and 
shadows to the chromium parts of the 
Westinghouse appliances. 

Generous use of reverse plate in the 
red and black areas permitted the white 
underprint to show through, creating re- 
verses in white against either black or 
red. This is much more effective than 
permitting too much of the foil to show 
through, as doing so would kill the dra- 
matic effect intended. 

Wherever there were highlights on solid 
black portions of the equipment, such as 
the ebony black dry-iron handle, the 
highlights were achieved by white show- 
ing through instead of the aluminum. 


s I am sure that special inks and pos- 
sibly a special drying process are re- 
quired for the printing of this sort of 
thing. However, any label printer should 
know the technical answers. 

I could only see one slight drawback. 
Qn humid days I noted that the piece had 
a tendency to curl. The day I write this, 
however, the temperature is 96 and West- 
inghouse’s imaginative handling of a dif- 
ficult problem is lying as flat as the pro- 
verbial pancake on my desk. 


spgps 


JUST LIKE THE REAL THING—The gleaming reflectivity of chromium as used on Westing- 
house small appliances is caught perfectly on this dealer broadside. The whole thing 
is ingeniously printed on aluminum foil stock. Non-chrome parts are printed black 


over white underprinting. 
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THE CHICAGO BUSINESS PUBLICATIONS ASSOCIATION 
| THE CHICAGO CIRCULATION ROUND TABLE 
’, THE MAIL ADVERTISING CLUB OF CHICAGO 
it in cooperation with ADVERTISING PUBLICATIONS, INC. 
a ee) ee [{ Publishers of ADVERTISING AGE, INDUSTRIAL MARKETING 
F Cee 1 and ADVERTISING REQUIREMENTS 
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ss —— SPECIAL 2-DAY 


j Circulation. Seminar for All Business Publications § 
aN — for Circulation Managers and their Key Assistants 


——— 


—_—_ 


at the tameus ale-cenditloned Edgewater Beach Hotel e Chicago « August 16 & 17 


Get the answers to your Circulation Fulfillment and Promotion Problems 
Here’s a partial schedule for the 2-DAY Seminar. Every subject covered in detail by Circulation Experts with problems same as yours 


Classes covering Problems of FULFILLMENT Classes covering Problems of PROMOTION 
Basic requirements of the Audit Bureau of Circulations and the Busi- List Building—building and maintaining your promotion lists 
ness Publications Audit of Circulations, Inc. Planning the Campaign—the techniques of producing the mail cam- 
; Case histories of the fulfillment of paid and controlled circulations. paign, covering all phases from ink, paper, artwork to “what's the best 
impli : way to print it?” 
. Simplified systems explained step- : 
“ a — Testing—lists, offers, copy, enclosures, etc. 
Problems of Personnel—how to communicate your ideas to your circu- R al P wat 
lation employees. 
pies ies aes Field Selling, Telephone and Convention Selling : 
ee — Hiring firing. Steep aad { Collection I ; 
Filing and Indexing—cost-curting ways of keeping your files. Questionnaires and Maintenarice Letters to Readers ‘s 
Government Postal Regulations covering 1st, 2nd and 3rd class mail. Insert Cards, Reply Cards, Reply Envelopes 
Renewal systems . . . billing. Gadgets, Gimmicks and Special Ideas 


Plus—Entire Friday afternoon devoted to intimate Round Table CIRCLES OF INFORMATION. Your Chance to “float” from Table To Table and Ask 
Specific Questions of The Experts On Subjects Like These: (Partial list) 


oe Special Systems: Tables headed 
Table #1. Audit Bureau of Circulations 7. Billing Procedures 13. Collection Letters te by such companies as: 
2. Business Publications Audit of 8. Compiling Lists 14. Questionnaires & Readership * ADDRESSOGRAPH | 
Gravtations, tne. 9. Maintaining Lists Prometion ELLIOT ADDRESSING 
3. Classification & Verification aa 15. Insert Cards, Reply Cards * sae 
Techniques + Testing Promotion & Reply Envelopes ” peeaeay 
4. Personne! 11. Renewal Promotion 16. Gadgets, Gimmicks & Special re REMINGTON RAND 
5. Filing & Indexing 12. Field Selling; Telephone Promotion Ideas SCRIPTOMATIC 
i" 6. Postal Regulations & Convention Selling * UNDERWOOD 
} 
Here's why the Seminar is being held LLOYD PRANG 
, s d gti : MAIL ADVERTISING CLUB 
Many of the circulation problems of business publications are entirely different from the problems 139 N. Clark Street 
facing general publications with mass circulations. Here's your chance to compare your own fulfill- Chicago, IMinois 
ment and promotion techniques with those of similar size business ions. There has never Please reserve tickets for the 2-Day Circulation Seminar for Business 
been a meeting like this before. _ Publications to be held on August 16 and 17 at the Edgewater Beach 
mg Hotel, for the following number of persons __. 
Circulation Managers—bring your assis 
uae I am enclosing a check or money order figured at $15 for each per- 
An exceptional opportunity to have your key personnel learn and be inspired to better efforts. You'll son. Total $ 
return home wi 1 tips for doing the job better! < 
, eon - Send the tickets and all information to: (please print) ny 
| Non-profit basis—here’s what it costs eee : 
~ You pay only $15 per person for two full days. That includes all sessions of the Seminar plus two de- 
licious funcheons. The cost has been kept as low as possible to make it easy for you to bring along all Company. 
of your key circulation personnel. 
City Zone_____ State 
Co-Sponsored by: ADVERTIONNO facanene, mic. ee 3 
THE CHICAGO CIRCULATION ROUND TABLE . 
THE MAIL ADVERTISING CLUB OF CHICAGO 
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Owens Anticipates 


New York, June 27—Man named 
Owens starts maybe the biggest 
three days of his life tomorrow. His 
37th wedding anniversary is 
June 28; his 65th birthday is June 
29; his 40th anniversary on the 
Goodyear account is on June 30. 

Edward J. Owens is a vp at the 
Kudner Ageacy, and possibly the 


can say he’s worked on just one! 
account for 40 years. He started on | 
Goodyear Tire & Rubber ’way back | 
in '16, when he was with Erwin, 
Wasey & Co., then recently an 
outgrowth of Wasey & Jefferson | 
and, later, Erwin, Wasey & Jeffer-| 
son 


got into the agency business via the | 


good offices of one Al Engle-| 
hardt, he joined John Lee Mahin’s| 
agency in 1910, when he was 19.| 
Owens later moved on to a spot! 
with the Taylor Critchfield shop. 
This was 1912. Four years later, 
again at the behest of friend Eng- 
lehardt, he moved to Erwin, Was- 
ey. Owens came on as assistant to 
Englehardt, who was service man 
(an Erwinism for account execu- 
tive that still prevails at Kudner) 
on Goodyear. 


® In 1921, when Englehardt 
moved to New York to help launch 
Erwin, Wasey here, Owens became 
service man. “Only two titles I’ve 
had in 40 years with Goodyear,” 
says Mr. Owens. 


pounds and now weighs 191%), 
once gave a talk to Kudner people 
in which he outlined what a service 
man should be. 


Of SRR ge eS” aa 
i 2 = 


eo 


only agency man anywhere who|/)) 


Born in Chicago, young Owens| § 
parttime-job route. Thanks to the| | 


“I put too much dough into the diet to give it up now.” 


: 


No ‘Menu Change 


“He must be entirely honest, 
with himself and other people,” he 
said. “He must be articulate... 
must think logically ...must have 
an appreciation of the abilities of 
those who work with him. Let us 
regard our agency for a moment as 
a symphony orchestra... The 


« 


hg 


“Greatest bunch...in the world.” 


service man is the conductor. By 
his handling of the group, he can 
produce soothing music or simply 
discordant sounds. This means he 
must possess an intimate knowl- 
edge of the advertising business 
and have the ability to muster all 
the talent of the organization that 
employs him.” 


® Mr. Owens’ associates seem to 
regard him as a “conductor” of 
virtuosity. They make no secret 
of their esteem for his ability as 
an account man, His memory is 
described as elephantine, and “he’s 
the best reporter in the place— 


“If an agency is a symphony orchestra, the service man [account executive] is the conductor.” 


40 Years on a Goodyear ‘Diet, 


turns in the finest damn confer- 
ence reports you ever saw.” 

When Arthur Kudner, who with 
Messrs. Owens and Erwin were the 
only three account executives ever 
on the Goodyear account, moved 
to New York in 1929 to head up 
the Erwin, Wasey shop here, Ed 
Owens went along. And he moved 
to the 32nd floor of the Interna- 
tional Bldg. in Rockefeller Center 
in October, 1935, when Kudner 
opened his own agency. But Good- 
year was his baby, whatever the 
address. 

During 40 years as account man, 
Mr. Owens has worked with five 
Goodyear presidents (Seiberling, 
Wilmer, Stadelman, Litchfield and 
now Thomas); three general sales 
managers and seven advertising 
managers. One of the ad managers 
—Lucien King—later came to Kud- 
ner as media boss. Another, L. E. 
Judd, became vp and director of 
Goodyear. 


® Mr. Owens says the Goodyear 
guys are “the greatest bunch of 
people in the world.” He’s got no 
intention of quitting. “The boss 
said age doesn’t matter,” he said 
with a broad grin. “I’m just gonna 


| keep on doing what I’ve been do- 


ing. And I’m not going off the diet. 
I put too muchydough into it to 
give it up now.” 


Winchell Returns to TV 
Walter Winchell will return to 
tv Oct. 12 at 8:30 p.m., EDT, with 
a 30-minute variety show to be 
seen three Fridays out of four . 
NBC. P. Lorillard Co. (Lennen 
Newell) and Toni Co. (North Ad- 
vertising) will sponsor the $40,000 
package. His radio series of news 
commentary will continue on My- 
tual after a summer vacation. 


Whitney Book Goes Monthly 
Industrial Design, published bi- 
monthly by Whitney Publications, 


ay 


New York, will be issued 12 times 
a year starting January, 1957. 
Initial issue of the publication was 
in February °'54. No announce- 
ment of new advertising rates or 
subscription prices will be an- 
nounced until September. The 
publication says its total current 
distribution is 11,000, of which 
7,000 is paid. 


"This Week’ Names Wright 

Joseph G. Wright, printing man- 
ager of This Week Magazine, New 
York, for eight years, has been 
named manager of the new manu- 
facturing division of the supple- 
ment. He will coordinate control 
of all technical phases of produc- 
tion, printing and manufacturing. 
William L. Plews, formerly with 
the technical division of Alco 
Gravure, will be one of Mr. 
Wright’s assistants. 


NAM Advances Maher 

Edward Maher has been ap- 
pointed vp in charge of public re- 
lations of the National Assn. of 
Manufacturers, New York. He was 
formerly executive assistant to the 
managing director in charge of 
plans and programs. 


A PUBLISHERS’ REP 
CAN SELL IT BETTER 
—and especi. ly ae eas . 
in the West where ‘ 
greater man- 
power, broader 
experience and 
contacts pay off 
for publishers. 


li-state coverage. 
Offices in San 
Francisco and Los 
Angeles. 


“Mo” Kimball, Pres. 


Kilt li. 


LOS ANGELES * 2550 Beverly Souvieverd 


take the strain off - 
your printing budget 


Let a Nebraska Farmer Printing Company esti- 
mate, together with some of our samples, prove that 
you CAN cut costs without sacrificing quality. 

We're equipped to handle every job from folders 
to periodicals with complete offset lithography and 
letterpress equipment, operated by skilled crofts- 
men who are proud of their work. We can give you 


creative service, too. 


write er call 


Nebraska Farmer Printing @. 


1420 P Street, Lincoln, Nebr. 


a od” I oat Ee ee aie Me ah aN ‘ aS we eee 
40 ee . FP ee, 2 7 ’ ‘ ee ‘ x eS ae (cs Sis ts a ae risk he 
Nar ) . ’ be eo 2 ee oe _) 5 ane en es tee), Me RS ea | eh ae ee Lf 45 
eas: i ee el ES 
oe - } : Bi : ae 
Roa 
2 pees 66 , 
iy aa 
er el . Advertising Age, July 2, 1956 
Cn a tn ‘ , Fs ' a q % " ; - : © P 
yah i a f. | ? oz 
ae , - ts Fh Ses 3 By “4 " oe a f . : a . 4 a r 
5S ia J i TE a, CS { . @ - 4 
ES Via a sion Soa ts, P a al | ; ; : d 7 
ey ths 5 s7 4% Rhee tm =e a3 he — - ; 2 r 2 oh a 
ys: 4 — eae .. j bs, -. ; a Pe oe 
ie Vg — 7 ij ee at —_ f ee : 
aa -- x eo ( all 4 + r 4 . : ee ng Se 
oe & = . | aa a ‘> ae | 
ce Ree i \ aa ’ 3 'y . a — ; : . a 
fee Tes et : Bein oe ¢ “ ch» Tm Pf i YY ; = . . > 3 7 ' i" 
Tih 5 ts " ate , * $e o_ + ce a * 
pois pe ‘ Aeter a ‘ ’ - of 
‘vanes si ss ” “ag ere j . ‘ o An Se co 
a \ ~ é ; yt f { ae . r ; > oe 2 
Layee . - neo ~ : ‘Gen ‘ ies : y . “ - ‘ _ 
eas ee % ." 4 * . . if a Me ' 
els ae > i " ” ‘ . 4 - . g . 
‘Aoa ag v HR . : z é ; x 
Pipes AF a ey = e te x Te ? 
Bae he ae ee a we “ me : —% ’ or) . aa : 
“iA gee CT ees fe | ee.” ™, ; ri ’ me & , 3 2) ‘ 
cle oe te AY va 4 2" =e a a : a 1 an ae Sr " sae ee , 7% “it 
aes Mee N eerie ts, "2 t iy fan es — : . i 
5 aes Fae ea a a agi - . - % > + be 
dee 9 OE > gents rf ee a eo a. | aa os eres, peeree si 
ae v SAC 4  ) ae - iat a | iets: amy Me ; - a SkC ae ee ’ 
as ‘ fee: Ey a ui ; Sy eee Ais st Si - . ‘ aK a itn af eg - i: be aa 
Fae Ah, eG “ Pee ay eer Se oe : es ae a : Cn ee oe a 
‘ac ih ed a ae A ee P Mel : Be Res ‘ ai} ae ‘ heme aaa cs ou 
a 1 om > ei ae ; ewer Fig 7) : S Be Bar a 7 a q a. es . 
es Nach eam —_ 7 gee = Clie ae ; ae) eis ar es a: oe a. \4 
at ‘ee ae a ae = >: . . _ ee : . 
eee regres . ane ae cS ae es é Be ’ Po ae G rr Y 
Ey "a, a 1 A ha tae ie ie 2 she a ; — : i “fF as oe 
me es Pic” Si eed | gee iS eS  .S SP i ae ty a oo 
cere, + = > A ™ 4 = bes, sas as He i “= os ee ne i. Ee = ' = ; . re 8 a a ets 3 ie payne f) 4 - a er 7 
ee K a Se Te a A i ee ee i on S pe ys Ade ee ; 
Peet! fs Geeks im | ee So ee ne : ney - came | ae ies iY CM na ae ; 
“oem s - YS e 7, AA Pec oe 2 et Bey alee «og ae 4 _—_ : an BR 4 —\) 
ee : E . , —— “s 5 | a Pay aoe : ha la ‘ ee ae 5 =. 
Sa) eM “4 “ee 00 Mee eee ae i oe ce : ee ee ae a 
ae . FORRR ee P-L ee ~ a. CtstC ai a 
oe vat ne , - . Me 
a. ae — = 
oe) > ° 
re 
‘Eel Et) 
abd UM 
ola: 
AG te ¥ 
Re. . 
oe a i 
ee 
a Pe 
ene 
roe. 
Sear 
3 | 
ae. 
Pod: ‘ | 
Det is is: | 
bp ae 
oye . 
ee ae 
oa ae tener > 
a ey 
ary , a» meee 
ce . ve 7 able Pe 
sie 3 . — i ‘ 
fat Fate Os Oe a F _ 
Mg a ee ‘ : 
ope me ee a a y, > nee Se . e , . J yi = 2 - 
Gre ‘ eee ogen s = mee rere | ' ee 
Be. Sareea } a4). 
a | KiDUB f ae 
Ae Day ‘" yy _ catia’ 
: ‘- } stations a > et 
Bibeeet, , - / 
nel eae a4 . ra ee 5 > 
_ | SALES | et 
Fir. MU ff ; a 
ce. i 100% PURE SALES IMPAS of - a 
ea i a — a i a 4 
eet a ax 4 
a ce OOC*? | ——_— — 
Bi | ee 
a 
Aree 
Ae —s ~ de. wri Ere. 7 ‘ 
re ae oe ab —s < 
i nt 3 J ce 
at! Te ‘ , en ae : J 
erae i” ead ae es yh: F 
ld yer) &§ 
Rees 7 es, 
pee ee j 
‘ee n° . ca - 
ts, a iW ' OFOUD a F 
et et! XN J ow ‘ = - 
a ' x q | oe “J 
Rese : ; Eddie Owens, a big man who 
‘oe used to be bigger (he took off 89 | 7 
eae r ’ #- 
a ’ ‘ 
ie ae i 
ae id ‘a Bhi 
ag < 7 KPAR-TY : a 
ee | v1 iS 
ee ; = KDUB-TV : Sat ' bre « a ; 4 ¥ * : $ a 
ik » we tt COM BINAHON< : dae 
Bein, t's) hess ” f we a 
ee ) - «Treasure 4 | Ee Be mae 
ollie . 5 Le as 
eee ’ ‘ » ee aga d 
‘wae ; 9 Y ‘ ’ a gee “ 
my & 2 lalla 
bt Be Y ¢ sa Sn 
rie k a ( i cae © nid 
eae. ?, Ke } >) ag e ‘ \ fe # ‘ She oe aa J ee ies ci 
Pes! ) * Ee eee) ~ ae : 
eS ») . a ae 
ae: : .) ‘ we Te id : 3 ‘, 4 
a & of N he Sy a E, 4 
Tee ; ae t G29 3 is « Pe. oe 
ge: K. ‘ ae ao a a. , : 
“ D UB-TYV A iF a i » _ a. oe 
0 ae } =e ies tet ‘3 : ae Pa xe ; 
oe : 1 ris ta 0 - aa 
rat I f 42° , oi oo. i a 
es ee), © ‘ ist a ieee a ‘ 
ae ° r at rs DS ae ae r 
ag a a a. ae -----) 
A ss *) tT ‘ Be « ive “7 * 1) Ss co. oe 
i e i A ~ ‘ : ae 4 Dp se os ‘a ‘ak i ca em e 
er / ond Gen, Mgr, W. D. “DUB” ROC “ a : e 
inne Neg Mertinena! ‘ . ak * 
“ae , Sole Mor. EA. “Dunc” Hemet 
ae ~~ le tn 
‘ms ' 
Bei ae 
rs aes 
ee oe aie ; Y 
* of ? Life) ra sy ee Se. “oh =e ee ooh + See Mee ; cle : ( eee : : : a 
eek ee ae ill ee : 


Advertising Age, July 2, 1956 


Tightening Competition Accelerates 
Account Shifts in First Half of ‘56 


(Continued from Page 1) 
Bayuk Cigars left D’Arcy for Lef- 
ton and Greenhaw & Rush. 

The appliance business, rocking 
and socking in savage competition, 
saw the following account changes: 
Fedders-Quigan from BBDO to 
D’Arcy, Crosley & Bendix appli- 
ances from Ludgin to Compton, 
GE tv sets from Maxon to Y&R and 
Admiral Corp. from Russel M. 
Seeds to Henri, Hurst & McDonald. 

Liquor accounts have tended to 
be nomadic in recent years, as the 
top men in the whisky business 
tried to figure out why—in a mar- 
ket where personal income is boil- 
ing upward—they cannot seem to 
sell as much liquor as they did in 
1947. In the first half, Beam’s Pin 
Bottle was switched from Weiss & 
Geller to Cunningham & Walsh 
(first liquor account for the agen- 
cy); Lord Calvert went to Ogilvy, 
Benson & Mather from Geyer 
(where the “Man of Distinction” 
campaign was born); Hiram Wal- 
ker vodka was transferred from 
C. J. LaRoche to Foote, Cone & 
Belding; 21 Brands went from Peck 


to Calkins & Holden, and Park & 
Tilford’s Private Stock was shift- 
ed from Bryan Houston Inc. to 
Emil Mogul Co. 


® It was a wearing time in the 
drug and cosmetic field: Revlon 
stomped out of Norman, Craig & 
Kummel, the agency that found 
the “$64,000 Question” for the 
company, dividing its account be- 
tween BBDO and C. J. LaRoche; 
Mennen Co.’s men’s line went out 
of Kenyon & Eckhardt to McCann- 
Erickson and Grey; P&G’s Lilt and 
Shasta went to Grey from the 
wreckage of Biow. And that agen- 
cy also turned over Whitehall (An- 
acin et al.) to Ted Bates and Lan- 
olin Plus to Russel M. Seeds. 

Only one automotive account 
switch occurred—Packard went to 
D’Arcy. But this week Packard 
closed down its production of ’56s, 
and no one could say with cer- 
tainty what its advertising future 
might be. 

Here’s a summary of some of the 
major account changes in the first 
half: 


ACCOUNT To FROM 
Jos. Schlitz Brewing J. W. Thompson Co. Lennen & Newell (via 
Biow Co.) 
Blotz Brewing Co. Kenyon & Eckhardt Norman, Craig & Kummel 
Revion inc. | BBDO, Emil Mogul, Norman, Craig & Kummel 
C. J. LaRoche 
Palm Beach Co. Needham, Louis Ruthrouff & Ryon 
Natl. Retail Hardware Bozell & Jacobs Grey Advertising 
GE tv sets Young & Rubicam Maxon 
Hiram Walker vodko Foote, Cone & Belding C. J. LaRoche & Co 
Whitehall Pharmacal Ted Botes & Co. Biow Co. 
(Anacin and 8 others) 
Crosley & Bendix division, Compton Advertising Earle Ludgin & Co 
Avco Mfg. 
Standard Brands teo J. W. Thompson Co. Compton Advertising 
Liggett & Myers LaM Dancer-Fitrgerald-Sample Cunninghom & Walsh 
Liggett & Myers Chester- McCann-Erickson Cunningham & Walsh 
fields 
Jacob Ruppert Warwick & Legler Biow Co. 
Philip Morris & Co. N. W. Ayer & Son Biow Co. 
Calvert's Lord Calvert Ogilvy, Benson & Mather Geyer Advertising 
Beam Pin Bottle Cunningham & Walsh Weiss & Geller 
Welch grape juice Richard K. Manoff Co. Kenyon & Eckhardt 
Underwood Corp. William Esty Co. Brocke, Smith, F&D 
GM's Electro-Motive div. , Gebhardt Kudner Agency 
Campbell Franco-American Leo Burnett Co. Ogilvy, Benson & Mather 
Hudson Pulp & Paper Norman, Craig & Kummel Biow Co. 
Lanolin-Plus Russel M. Seeds Biow Co. 
Langendorf Bokeries Compton Advertising Biow Co. 
Corp. D’Arcy Advertising BBDO 
Cudohy Packing Co. Bozell & Jacobs Weiss & Geller 
Elgin Natl. Watch Co. J. W. Thompson Co. Young & Rubicam 
21 Bronds Colkins & Holden Peck Advertising 
Trans World Airlines Foote, Cone & Belding 88D0 
S&W Fine Foods Honig-Cooper Co. Foote, Cone & Belding 
Serta Associates Ruthrauff & Ryan Bozell & Jacobs 
Boyuk Cigars Al Paul Lefton Co., Green- D’Arcy Advertising 
haw & Rush 
Packard division, Styde- D’Arcy Advertising Ruthrauff & Ryan 
baker-Packard Corp. 
Johnson Motors J. W. Thompson Co Lamport, Fox, Prell, Dolk 
Englander Co. North Advertising Leo Burnett Co. 
(via Biow Co. ) 
Anderson, Clayton's Bryan Houston Inc Crook Advertising 


Mennen Co. men’s line McCann-Erickson Kenyon & Eckhardt 
Grey Advertising 

Avis Rent-a-Car Campbell-Ewald Co N. W. Ayer & Son 

(bought by Hertz) 

Admiral Corp. Henri, Hurst & McDonald Russel M. Seeds 

General Mills Sugar Jets, 88DO, Dancer-Fitzgerald- William Esty Co. 

OCello, Softasilk Sample, Totham-Laird sap Oa a 

T Cc Grey Advertising Lefton Co. 

= Ay ->-_iaaaeae Ruthrauff & Ryan Norman, Craig & Kummel 

Bond Stores Jos. Katz Co., Compton Biew Co. 
Advertising 

Armstrong Rubber Lennen & Newell Biow Co. 

Procter & Gamble (Lilt Grey, Tathom-Laird, Biow Co. 

Shasta, Fluffo, Spic ‘n Young & Rubicam 


IARI Trustees Elected 

New trustee officers of the In- 
dustrial Advertising Research In- 
stitute elected June 19 are William 
D. Crelley, F. W. Dodge Corp., 
chairman; Maurice J. Phillips, In- 
ternational Nickel Co., vice-chair- 
man; Kenneth J. Bayer, Oakleigh 
R. French & Associates, St. Louis, 
secretary; and Fred E. Adams, 


president of G. M. Basford Co., 
New York, treasurer. 


‘U.S. News’ Boosts Guilford 

R. A. Guilford has been appoint- 
ed assistant western manager, ad- 
vertising department, U. S. News 


|& World Report. Mr. Guilford will 
|continue to work from the maga- 
| zine’s Chicago office. 


CAPPED—Li'l Ab- 
ner shows up in 
the June 30 Sat- 
urday Evening 
Post and July 2 
Life as he and 
other Dog Patch- 
ers view Bob 
Hope’s new pic- 
ture, “That Cer- 
tain Feeling.” 
Buchanan & 
Co., Paramount’s 
agency, called on 
Al Capp to help 
advertise the 
“different” Hope 
film because “It’s 
pretty easy to get 
people to read Al 
Capp.” 


ABC Free-List 
Questionnaire Is 
Hit as ‘Confusing’ 
(Continued from Page 1) 
is “pussyfooting on a major issue 
jot principle,” and that by trying 
to meet the issue in an “equivocal 
manner” it is “likely to stir up 
more antagonism and confusion 
than ever.” 

With the questionnaire, ABC is 
sending members copies of two 
new proposed statements—one 
containing a section referring to 
unpaid circulation and the other 
omitting it. Both the questionnaire 
and the statement referring to un- 
paid circulation were bitterly 
debated at the June ABC board 
meeting and both were amended 
on a compromise basis. 

The ABC letter accompanying 
the questionnaire advises members 
that the board has been giving 
careful consideration to the revi- 
sion of ABC publisher’s statement 
forms and simplification and clari- 
fication of ABC by-laws and rules 
to make those statements more 
useful to advertisers, agencies and 
publishers. 


® “Under bureau rules,” the letter 
says, “at least 70% of all member 
publications’ total distribution 
must qualify as net paid. In the 
business publication publisher’s 
statement form, it is now manda- 
tory that the paid portion be bro- 
ken down as to the business or oc- 
cupational classification of the 
subscriber. One of the proposals 
under consideration is that the re- 
port also include, at the publisher’s 
option, a paragraph giving a busi- 
ness analysis of the ‘prospective 
subscribers.’ 

“The board authorized a survey 
to be made among the entire ABC 
membership regarding this pro- 
posed revision,” says the question- 
naire. “Accordingly, attached are 
the following: 

“Proposed Form No. 1—a pub- 
lisher’s statement form for a busi- 
ness publication which does not 
provide for inclusion by the pub- 
lisher of a business analysis of 
‘prospective subscribers.’ 

£ Form No. 2—a pub- 
lisher’s statement form for a busi- 
ness publication which does pro- 
vide for inclusion by the publisher 
of a business analysis of ‘prospec- 
tive subscribers.’ This breakdown 
is taken from publisher’s. records 
not subject to audit except for to- 
tal. 


= The letter asks members to 
check one of the boxes on the 
questionnaire, sign it and return 
| it to ABC headquarters. 


Critics of the quéstionnaire con- 
tend that it does not present any 
of “the basic issues in the histori- 
cal argument for and against the 
auditing of unpaid circulation by 
ABC,” that the average unpaid 
distribution in the proposed form 
No. 2 is subject to audit only for 
the total number of copies in- 
volved. This is arrived at merely 
by establishing the total press run 
and subtracting the paid circula- 
tion from that to determine the 
5 eas of unpaid copies distribut- 


Those favoring the qu mnaire 
say that advertising buyérs are 
able to differentiate and will not 
be confused by the form. Oppo- 
nents of the form say that adver- 
tisers who have asked ABC to 
audit both paid and unpaid circu- 
lation will not be getting what they 
have asked for, that they will 
merely be getting an ABC con- 
firmation of total paid and unpaid 
distribution claimed by the pub- 
lisher. 

The results of the vote will be 
presented to the ABC board at its 
next meeting to be held in New 
York in September. 


BORDEN CO.’S EWEN 
VOTED ABC DIRECTOR 

Curicaco, Jv, > 28—William H. 
Ewen, national advertising man- 
ager for print media, Borden Co., 
was elected a director of the Audit 
Bureau of Circu- 
lations by the 
bureau’s board of 
directors at their 
June 22-23 meet- 
ing in Ste. Adele- 
en-haut, Que. 

Mr. Ewen has 
been with Borden 
Co. since 1935 
and has held 
positions in sales, 
public relations 
and advertising. 
He is also serving as chairman of 
the magazine steering committee 
of the Assn. of National Advertis- 
ers. : 

In other actions during the 
meeting, the board: 


e Adopted revisions of publisher's 
statement forms for. newspapers 
and farm publications. The new 
newspaper forms will be effective 
for the period ending Sept. 30, 
1956, while the new farm publica- 
tions form will be effective for the 
six-month period ending Dec. 
1956. The new forms are bash 
of efforts to simplify and clarify 
ABC bylaws and rules. : 


e Approved surveying ABC’s 
membership about proposed 
changes in the publisher’s state- 
ment form for business publica- 
tions (see adjoining column). 


@ Tabled a proposed change in 
ABC rules making it optional for 


William H. Ewen 


publishers of U.S. dailies to report 


circulation totals for metropoliten 
areas in paragraph 25 of ABC 
audit reports. The proposal will be 
considered at the board’s next 
meeting Sept. 13-14 in New York. 


U.S. Indicts 10 
Radio Stations 
for ‘Rate Fixing’ 


(Continued from Page 1) 
have ample warning that their 
conduct violates the anti-trust 
laws and renders them liable to 
prosecution,” he said. 


® Mr. Brownell said the indict- 
ment charged that since 1952 de- 
fendants had agreed to “maintain 
and refrain from deviating from 
published advertising rates for sale 
of radio broadcasting time in Phil- 
adelphia established by eaci: of the 
defendant broadcasting concerns.” 

A spokesman for the stations 
said the stations were “shocked” at 
the action, which they said will be 
contested vigorously and with 
confidence that they would be vin- 
dicated. “The stations do not be- 
lieve that their effort to keep the 
competition among them on a 


dignified basis of encouraging the . 


fair treatment of the clients vio- 
fates any law.” 

The indictments in Philadelphia 
are the first in the radio and ‘tv 
industry. In addition to the NBC- 
Westinghouse station “swap,” 
which gave NBC outlets in Phil- 
adelphia formerly owned by West- 
inghouse, in exchange for $3,000,- 
000 and Cleveland stations for- 
merly owned by NBC, the depart- 
ment is reported to be involved in 
a nationwide investigation of re- 
straints in the tv industry. 


® In addition to the association, 
defendants are: Independence 
Broadcasting Co. and William 
Banks, its president and director; 
William Penn Broadcasting Co. 
and its vp, William B. Caskey; 
Pennsylvania Broadcasting Co. and 
its president, Benedict Gimbel Jr.; 
L. M. C. Smith, doing business as 
Franklin Broadcasting Co., and 
Raymond S. Green, general man- 
ager; Max M. Leon Inc. and Robert 
A. Klien, secretary; Seaboard Ra- 
dio Broadcasting Corp. and John 
Mahoney, general manager. 

Also, WJMJ Broadcasting Corp. 
and Patrick J. Stanton, president; 
WCAU Inc. and Donald W. Thorn- 
burgh, president; Westinghouse 
Broadcasting Co. Inc., of New 
York City, and Robert Teter, for- 
mer sales manager for Westing- 


fihouse station KYW, Philadelphia, 
fiand Triangie Publications Inc. of 


Philadelphia. 


‘Family Weekly’ 
Hits 3,000,000 


Curicaco, June 26—Family Wee!:- 
ly this week added four newspa- 
pers to the iist of papers which 
distribute the supplement, bring- 
ing its number of distributing 
newspapers to 121. Total circula- 
tion of the newspapers which will 
distribute Family Weekly is 3,050,- 
560, the publication announced. 

The newcomers are the Herald- 
Journal, Spartanburg, S.C., begin- 
ning Sept. 16; the Mirror, Altoona, 
Pa., starting Oct. 6, and the Times, 
Wichita Falls, Tex., and the Inde- 
pendent, Anderson, S.C., both be- 
ginning Jan. 6, 1957. 

Family Weekly’s rate card, is- 
sued April 15 of this year to go 
into effect July 15, lists 110 dis- 
tributing newspapers; which have 
a total circulation of 2,682,349. 
Thus, since the card was issued 
two-and-a-half months ago, 11 
newspapers with a combined cir- 
culation of 368,311 have been 


ar ed. 


tet 


nd 
6 
' 67 $ 
act 
= ie : : i st 
! , se | : 
PT Ae wr I < 
ine ‘7 “Men man +. | 
te Mertens © og “ br 
j * . Py _ | s 
CERIN FE 5 “ oe, We Z 
is wz SOEs 
ff a a : ; 
* 2 + 7s A 
Pe ry es 
Sis ~" * Sees | 4 
se) LES ; 
See eee 5 E 7 _ 
Lae me 4 . * J 
| of) a, ix is " 
ce a _ _ 
| oe e 2 2 Fe 
— me Gee 
nies cote a -< Suk Rane ol oe OS, SE | t 
| ee SPAS 
- aie BAe SOT RAE 9 — : 
a ik Wes | | 
. an TiS 4 *. yj ; 
Ta da ah a LPS 
, Ca ui <7) ie 
| | — me See f aa “a : - 
a ae eee 
nh gD ee . 
| "Wire ten ae da oe ES eae ie 
| memeatg Ba oy | ener : 
| hie ~—~ Be a D | hain os 
a , = 
¥ “ae . 2 oie ws ip 
S.- Sac 
| ; > a r TT a 
| SERRE oo | i 
_ 
| : 
_ 
4 : 
_ 
es 
ae 
Spon) ' a 
er  —— ——— 
Pe A 
a es ee ee 
. , ars. 
: " ee . allies a ae ; a a. e pi ‘ Teg. 4 ap eit Ss mes Ye a ; va eee: | ae eae ea vei Bere me pa Ss Me ona = = fae aye a i ot lhe ce, cae . be at 


‘Boston Post’ Isn‘t 
For Sale; Fox 
Charges ‘Libel’. 


(Continued from Page 3) 
for comment today, and George 
Akerson, his assistant, when asked 
if he would comment on Mr. Fox’ 
statements, said, “That is the type 
of thing you do not comment up- 


Meanwhile, the Herald reported, 
the U.S. Internal Revenue Service 
last week filed a lien against the 
Post Publishing Co. and against 
Mr. Fox. The Boston law firm of 
Dever & Proctor was also reported 
to have filed a lien against the com- 


.. |pany..The government seeks $221,- 


116—which represents, it said, non- 
payment of withholding taxes 
from Post employes. The Boston 
Herald on Saturday said that “this 
action restrains the city from pay- 
irig to the Post any money it might 


owe it for advertising or subscrip- | 


tions.” 


® The Herald also reported that 
the lien against Mr. Fox came to 
$10,720, which represents “unpaid 
withholding taxes for the years 
1953 and 1954.” 

That newspaper also said that 
the law firm filed an attachment 
of $7,000 against the Post in pay- 
ment “of a bill for legal services 
which the Post has owed us for 
some time.” 

Mr. Fox said that “we do not 
owe” this money. 

Mr. Fox acquired the Post in 
1952 from the Grozier family, 
which had controlied the paper for 
the 55 years preceding. Once the 
top-circulation morning paper in 
Boston, in 1952 it was ranked No. 
2. In 1951 its advertising iinage 
was the largest in its history. 


@ Mr. Fox, a 45-year-old financier, 
ousted most of the Post’s top exec- 
utives a few months after the pur- 
chase. The sweep included William 
Vv. J. Ford, advertising director; 
Walter F. Carley, president and 
general manager; Harry J. Gal- 
lagher, .managing director, and 
William F. Paul, business manager. 
Sole survivor then was Morris 
Kerr, national advertising director, 
who became acting ad director. 

In January, 1955, Mr. Fox was 
reported as making availabie a 
fund of $10,000,000 to pay off all 
the liabilities of the Post, build a 
new building and pay for a new 
tv station. 

At the time Mr. Fox bought the 
Post, it had a weekday circulation 
around 790,000. Its net paid for the 
perioa ended last Sept. 30 was 
267,872. The Boston Record Amer- 
ican reported 405,628 last Septem- 
ber; the Herald Traveler had 134,- 
866 and the Globe 131,485. 

Asked if there was any expec- 
tation that the Post would change 
hands, Mr. Whyte told AA today, 
“There isn’t as much expectation 
as there was a week ago.” 


Southern Cal. Women Elect 
Dorothy Winter, producer-direc- 
tor of Batten, Barton, Durstine & 
Osborn, has been elected president 
of the Radio-TV Women of South- 
ern California. Other new officers 
are Claire Hughes, assistant man- 


ager, KWKW, Ist vp; Janet Clark, | 
writer and actress, 2nd vp; Margee | 


Phillips, assistant news director, 
KBIG, recording secretary; Ruth 
Avery, assistant personnel director, 
ABC, corresponding secretary, and 
Mitzi Mee, chief accountant, 
KLAC, treasurer. 


Sales Execs Elect Davis 

Elwood M. Davis, general sales 
manager of Pitney-Bowes, Stam- 
ford, has been elected president of 
the Sales Executives Club of 
Southern Connecticut. 
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DO RATES RATE?—The advertising of rate returns in the Chicago area 
has been taken over by banks although the average bank return is 
considerably below that of savings and loan associations. Last week, 
70 banks ran a page ad in four daily newspapers announcing a new 


high interest rate of 2%. The other ad, prepared by Talman Fed- 


eral Savings & Loan Assn., is typical of the institutional and service 
ads that have been popular with savings and loan companies. 


New Chicago Savings & Loan Code Shuns 
Rate Ads, as Banks Plug Rise in Interest 


(Continued from Page 2) 
themselves. Some of the smaller 
companies, with higher dividend 
rates than the larger and older 
institutions, are advertising the 
larger returns in community and 
daily newspapers and outdoor 
signs. This practice has not been 
too extensive, however, and the 
larger companies are not too con- 
cerned. 


e The savings and loan companies 
do not want to grow too fast. They 
are concerned with strengthening 
reserves and keeping a normal ra- 
tio between savings and reserves. 


e Many feel that rate advertising 
is undignified and in bad taste. 
They believe that the public will 
have more respect for savings and 
loan associations if rates are not 


e The institutional and services 
advertising that has been run has 
worked. “How can you argue with 
success?” one banker said. An- 
other pointed out that a survey 
taken some years ago ‘disclosed 
that rates are not the most im- 
portant item to the public. 


e Some feel that relations be- 
tween banks and savings and loan 
companies would be more con- 
genial if rates are not emphasized. 
Banks have bitterly fought the as- 
sociations and many of the associ- 
ation heads do not wish to antago- 
nize the bankers any more than 


necessary. 


s An odd switch in rate advertis- 
ing by financial institutions has 
occurred here the past two weeks. 
On June 20, some 70 banks in this 
area ram co-op newspaper pages 


DEXTER E. GLUNZ has been named ac- 
count supervisor in the Hollywood 
office of Leo Burnett Co. Mr. 
Glunz formerly was a vp and copy 
supervisor of Dancer-Fitzgerald- 
Sample, San Francisco. 


announcing that interest rates 
will jump to 2% as of July 1. In 
addition, a number of the larger 
banks have run individual ads an- 
nouncing the 2% .rate. 

The average interest rate of 
larea banks is below 2%. National 
jand state banks in this state are 
allowed a maximum rate of 2.5%. 
On the other hand, there is no 
llimit on the dividend rate that 
may be paid by savings and loan 
companies. The average rate this 
year is 3.23% as compared with 
the 1955 rate of 2.8%. 

Bankers assured AA that the 
rash of rate ads run by banks the 
past two weeks is not a trend. “It 
has always been the policy of 
banks to advertise rates whenever 
the rates are changed,” one bank- 
er said. 


® Rate advertising by savings and 
loan companies is practiced gen- 
erally throughout the U.S. Other 
groups that have followed the no- 
rate example of the Cook County 
organization are Milwaukee, Tole- 
do and Detroit. 

Extensive advertising is) cred- 
ited with much of the rapid 
growth of savings and loan com- 
panies in this area. The Cook 
County group has had a co-op 
advertising program for the past 
seven years. 

The co-op ad budget has aver- 
aged about $75,000 yearly. Mem- 
bers contribute $5 monthly for 
each $1,000,000 in assets or a max- 
imum assessment of $100 monthly. 
In addition, almost all of the 
members run their own ads. It is 
estimated that all the companies 
in this area invested $4,000,000 in 
advertising last year. 

The council’s ads deal mainly 
with misconceptions that the pub- 
lic might have about savings and 
loan companies. Principal medium 
is newspapers, with some spot ra- 
dio and tv. The advertising has 
been handled by Advertising Di- 
vision Inc. 


Dr. Wiebe Joins Roper 

Dr. Gerhart D. Wiebe has re- 
signed as assistant to the president 
of Columbia Broadcasting System 
to join Elmo Roper & Associates, 
New York, in an executive capac- 
ity. He takes over his new post 
July 16. 


Flaherty Joins Walker Inc. 
Thomas Flaherty Jr., formerly 
with the Crucible Steel Co. of 
America, has joined W. S. Walker 
Advertising, Pittsburgh, as an ac- 


count executive. 


Little Is Being Done 
on Ad Education in 
Colleges, AAW Told 


(Continued from Page 2) 
replied, and here are some of the! 
statistics: Comparing 1950 with} 
1956, 43% give less time to ad 
subjects than in 1950; 57% the 
same or more time. Asked about 
credit hours in eight advertising| 
subjects, 91% of the colleges re- 
plied that they have 20 hours or 
less; 61% that they have 10 hours 
or less. 

The survey replies showed the 
following percentages of schools 
which did not require advertis- 
ing courses for the majors listed: 
General business, 79%; marketing, 
36%; radio-television, 83%; jour- 
nalism, 55%; industrial design, 
99%; commercial art, 99%. 


= Mr. Wa also cited a gov- 
ernment dy which showed that 
among some 11,000 schools giving 
141,554 scholarships in 100 dif- 
ferent fields advertising was not 
listed. A footnote did indicate ad- 
vertising-type scholarships totaled 
15, with a value of $1,725 annual- 
ly. The survey showed 106 schools 
that do not have an advertising 
scholarship, while 20 do offer 
such scholarships. Of the latter, 
90.5% were under $500 and 9.5% 
over $500. 

Professor Warner said it should 
be recognized that students are 
constantly weighing and are in- 
fluenced in their attitudes and 
selection of careers by the interest 
that industries and their professors 
show in subjects preparing them 
for scientific fields. 

He said that of more than 60,000 
lines of industry recruitment ad: 
vertising run in the University of 
Washington’s college paper in 
an eight-month period, not one 
was for a company in the adver- 
tising or communications fields. 


® From this Professor Warner 
concluded there are two separate 
problems: 

1. Too many people are leaving 
the campus without a knowledge 
of advertising and its importance 
in our economy. Many of these 
will be buyers of advertising, he 
observed. 

2. Almost nothing is done at the 
college level to attract and train 
the kind of people wanted in ad- 
vertising. Here he called attention 
to the recent statement of Norman 
H. Strouse, president of J. Walter 
Thompson Co., that there will soon 
bea “Sefious shortage of trained 
advertising personnel. 

Professor Warner preceded 


these remarks with a discussion 


LIVE NUMBER—This cowboy-hatted 
character is known as “Big 9” and 
identifies KWTV, Channel 9, Okla- 
homa City. “Big 9,” animated and 
talking, ushers in promotional an- 
nouncements for the station. Er- 
win, Wasey & Co., Oklahoma City, 
is the agency. 


of how the University of Washing- 
ton advertising students devote 
about one-third of their time to 
advertising, and the end emphasis 
given to practical training in all 
phases of communications. 


® Other professors on the educa- 
tion program inclined toward a 
“broad background” approach to 
education, with those interested in 
advertising getting a few basic 
courses in the subject. Several ex- 
pressed the thought that the num- 
ber of courses devoted to any busi- 
ness specifically are to some 
extent a reflection of the pressures 
brought to bear on schools by 
representatives of those industries. 

Professor Arthur Kroeger, ed- 
ucation director for AAW and 
professor of advertising and mear- 
keting, graduate school of bu:i- 
ness, Stanford versity, chair- 
man of the méeting, commented 
that in three years he has not been 
able to place one student in ad- 
vertising. 

In an average year, he said, 300 
to 400 companies will recruit 
students, but there has not been 
one advertising organization. Such 
a fact influences students in their 
choice of career, he said. 


Hardaker & Associates Bows 
Hardaker & Associates, a new 
public relations counsel, has been 
formed in Chicago with offices at 
540 N. Michigan Ave. Robert L. 
Hardaker is president, and Mrs. 
Lynne C. Gunderson is vp. Both 
formerly were with Joseph W. 
Hicks Organization, Chicago pr 
counsel. Mr. Hardaker also at one 
time operated a chain of weekly 
newspapers in southern Illinois. 


ARB Network TV 


Week of June 1-7, 1956 
Copyright by American Research Bureau 
PROGRAM POPULARITY 


Program 
Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 


$64,000 Question (Revion, CBS) 
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I Love Lucy (General Foods, Procter & Gamble, CBS) 
$64,000 Challenge (Revion, P. Lorillard, CBS) 
What's My Line (Jules Montenier, Remington, CBS) 
You Bet Your Life (DeSoto-Plymouth, NBC) 
December Bride (General Foods, CBS) 
I’ve Got A Secret (Winston cigarets, CBS) 
Perry. Como (Several sponsors, CBS) 
Alfred Hitchcock Presents (Bristol-Myers, CBS) 
Line-Up (Brown & Williamson, Procter & Gomble, CBS) 


Perry Como (Several sponsors, NBC) 


oweo@nOo WaAWN — 


— 


George Gobel (Armour, Pet Milk, NBC) 
December Bride (General Foods, CBS) 
I've Got A Secret (Winston cigarets, CBS) 
You Bet Your Life (DeSoto-Plymouth, NBC) 
What's My Line (Jules Montenier, Remington, CBS) 


1 Love Lucy (General Foods, Procter & Gamble, CBS) 
$64,000 Challenge (Revion, P. Lorillard, CBS) 


*Percentage of homes reached in markets where show appeared. 
**Total number of persons viewing program. 
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De-Intermixture 
in 19 Markets 
Is FCC Proposal 


(Continued from Page 2) 


portion of the vhf band currently 
used by tv channels 2-6. 


® FCC proposed to juggle channel 
assignments to provide a minimum 
of three or four vhf channels in 
Mobile, Rock Island, St. Louis, 
Charleston, S.C., Duluth-Superior, 
Miami, Norfolk, Santa Barbara 
and Providence. New Orleans 
would be predominately uhf, with 
one remaining vhf station, while 
Madison, Peoria, Springfield, I11., 
Albany, New Bern, N.C., Evans- 
ville, Elmira, Fresno and Hartford 
all would become uhf markets. 

Despite desperate efforts to 
compromise during recent weeks, 
FCC divided 4-3 and 5-2 on de- 
intermixture of various individual 
markets. Moreover, each proposal 
is still subject to review. in the 
event broadcasters protest by Sept. 
10. 

Commissioner John Doerfer, who 
dissented, said he felt FCC should 
not attempt to de-intermix the two 
bands. He contended uhf might 
operate successfully in competition 
with vhf if FCC adopted a rule 
limiting the amount of network 
programs that vhf stations could 
carry in one and two-station mar- 
kets. 


® He questioned the value of es- 
tablishing a limited number of 
“uhf islands,” pointing out that the 
ten all-uhf areas represented a re- 
placement market for no more than 
4,000,000 receivers. 

FCC said development of an all- 
,uhf system would have numerous 
advantages. “Coverage of compet- 
ing stations would be much more 
comparable than at present,” the 
report said, “and competitive op- 
portunities among broadcasters, 
among networks, and among other 
program and revenue sources 
would be considerably enhanced. 

“It may be expected this would 
encourage building of numerous 
additional stations which would 
bring a first local service to some 
communities and much needed lo- 
cal service to others.” 


8 FCC said it realized differences 
inhere in the essential character- 
istics of uhf and vhf. While these 
disparities may never be entirely 
eliminated, it expressed hope that 
a program of intensive research 
would lead to development of 
transmitters and receivers which 
would enable uhf to render a serv- 
ice “at least as good or better than 
the service rendered under the 
present system.” 

Commissioner Doerfer again dis- 
sented, observing that the feasibil- 
ity of moving rests on a big “if.” 

“Neither this nor future com- 
missions will order this move,” he 
said, “unless there is practical as- 
surance that uhf receiving and 
transmitting equipment develops a 
quality of performance equal to 
vhf. It is inconceivable that the 
present or future commission will 
take any action which would dis- 
enfranchise thousands of people 
now receiving service in the fringe 
area of a present vhf area without 
such assurance.” 


Two Join Warwick & Legler 

Warwick & Legler, New York, 
has appointed Gordon Price to its 
contact department as an account 
executive in the Seagram group 
and Rolf Jensen an art director. 
Mr. Price, formerly with Kudner 
Agency, is expected to launch Sea- 
gram’s new Pedigree brand, to be 
introduced soon (AA, June 18). 
Mr. Jensen previously was with 
Biow Co. 


Advertisers Assn. of Columbus, 


as 


> 


NEW TEAM—James C. Yocum, retiring president of the Industrial 


turns over the gavel to the new 


president, J. Ed Konkle, ad manager of Exact Weight Scale Co. Mr. 

Yocum is professor in the bureau of business research, Ohio State 

University. Other officers shown are C. Dan Byrd, Dresser-Ideco, 

lst vp; Don Didway, Sterling Paper Co., 2nd vp, and Bob Ransom, 
: American Ceramic Society, secretary-treasurer. 


Baby Production’s Growing, But Baby Food 


Market Expands Even 


(Continued from Page 3) 
different baby foods. 

2. Its sales force was increased 
by 9.2% in the past fiscal year. 

3. Competition has intensified. 
“Seven major companies presently 
vie for baby food business; addi- 
tional processors promote special- 
ized lines.” 

4. Gerber’s prices were increased 
an average of 3.1% this year—its 
first price increase in five years. 

5. The company believes “our 
best appeal to the new mother is 
through ‘service-type’ advertise- 
ments—believable messages geared 
to her interests, based on research 
as to what she wants to know 
about her baby’s care.” 


= 6. More than seven out of ten 
new mothers receive Gerber cereal 
samples, plus coupons redeemable 
for strained foods and meats. 

7. “Some millions of various dis- 
play pieces are distributed each 
year for point-of-sale merchandis- 
ing.” 

8. Major media utilized by Ger- 
ber include two television net- 
works, spot radio, 122 newspapers, 
20 national magazines, 42 profes- 
sional and trade publications and 


Faster, Gerber Reports 


;some millions of pieces of direct 
‘mail a year. 

| 9. Gerber has renewed sponsor- 
‘ship of the Bob Crosby tv show 
jevery Wednesday afternoon over 
80 stations of the Columbia Broad- 
casting System. 

10. “In relation to sales, Ger- 
ber’s advertising investment in 
Space, time and related changes 
during fiscal 1956 continued to 
show a conservative approach: 
expenditures as a percentage of 
sales were again reduced, contin- 
uing a past trend.” 


s The annual report also makes 
the point that the baby food in- 
dustry has not merely kept pace 
with the rise in births. A chart 
shows that while there was a 66% 
increase in births from 1939 to 
1955, the baby food market ex- 
panded 832% during the same pe- 
riod. 

Charts and tables on Gerber’s 
growth over the past ten years 
show that net sales have increased 
373% since 1947. Sales in the fiscal 
year 1947 were only $20,735,179. 

D’Arcy Advertising has been 
owe sro agency for the past five 
years. 


FCC Quiz Seeks to 
Ascertain ‘Ability of 
Stations to Serve’ 


WasHINGTON, June 27—FCC's 
network study group last week 
called on tv stations to fill in a de- 
tailed questionnaire establishing 
the sources of revenue and pro- 
grams carried on their stations 
during a representative period. 

The questionnaire is the second 
of its type which stations have 
been required to process in recent 
weeks. Previously the Senate com- 
merce committee, which also is 
studying the problems of tv net- 
works, distributed a similar ques- 
tion form to stations. 

Dean Roscoe I. Barrow, director 
of the FCC network study group, 
explained that a basic object of 
the FCC study is “to determine the 
ability of the stations to serve our 
people under the existing struc- 
ture. 

“The study is concerned with 
the opportunities which affiliated 
and independent stations have to 
secure national, regional and local 
advertising, to take advantage of 
network and non-network pro- 
gram sources and to initiate local 
programs so as to supply the needs 
of the people served by the partic- 
ular station,” the letter said. 


@ Dean Barrow explained the 
questionnaire had been “tested” 
with a dry run on two stations. He 


\Said it appears practical for sta- 
|tions to complete the assignment 
by July 31. 

| He noted that the study group 
|has had conferences with repre- 
sentatives of networks, national 
spot organizations, advertising 
agencies, talent agencies, film 
syndicators, AT&T, non-affiliated 
stations, uhf broadcaster groups 
and various groups of affiliated 
stations. Questionnaires have been 
sent to some components of the 
industry, and will eventually be 
sent to several other components, 
he said. 

Stations are asked to provide 
information about their rates for 
various classes of time and for 
various periods of the day for na- 
tional and local advertising. 


® In addition, each station is re- 
quired to provide a complete ana- 
lysis of the sources of its programs 
in option and station time during 
each segment of the day for a 
composite week consisting of Mon- 
day, Dec. 12, 55, and Tuesday, Jan. 
24; Wednesday, Feb. 15; Thurs- 
day, March 1; Friday, March 30; 
Saturday, April 21, and Sunday, 
May 6, ’56. 

The questionnaire also seeks to 
determine the number of 15-min- 
ute units of various types of pro- 
gramming carried in April, 1956; 
the segment in which it is carried; 
its sponsorship status and its source 
in terms of network, live, local, 
syndicated film, feature film and 
other film. 


Hess Bros. Ads 
Pledge Battle 
on Fair Trade 


(Continued from Page 3) 
|and obtained a preliminary injunc- 
tion against Hess Bros. to halt the 
sale of watches below fair trade 
prices. . 

In both cases, Mr. Hess immedi- 
|ately went to the public with news- 
| paper and radio ads to tell “the 

truth” about fair trade. 


® Edward Carroll, a director of the 
store, told the press the store has 
spent in excess of $100,000 for ad- 
vertising alone since last Septem- 
ber “to explain the fallacies of fair 
trade legislation.” 

Mr. Hess pointed out that he was 
amazed at the lack of understand- 
ing on the part of the public as to 
exactly what fair trade means. 
Many thought it was the lowest 
price set by the government to 
protect the consumer. Others 
thought it was a scheme for retail- 
ers to make a high profit, he said. 

“We are amazed at the public 
reaction to our campaign of ex- 
planation,” he said. “It justifies 
what we have dorte to date.” 

He said he hoped that public 
reaction would be strong enough to 
force the state legislature to do 
cea peagg about it at its next ses- 
sion. 


® Under his proposed plan, Mr. 
Hess explained, there would be 
no compulsory sale prices, such as 
“suggested retail price,” which 
many manufacturers are using in 
states where fair trade has been 
ruled unconstitutional. 

The panel of retailers and con- 


sumers would operate on a nation- 
al basis, possibly through estab- 
lished national organizations. It 
would then be up to the manufac- 
turers and retailers to accept or 
reject those prices. 

In any case, he added, it would 
help relegate discount houses to 
their obscure positions of the 1920s, 
because the consumer stil! prefers 
to deal with reputable business 
establishments even if he must pay 
slightly more. 

In his latest ad campaign in Al- 
lentown and here, Mr. Hess wrote: 
“The news that Hess Bros. has 
been directed by court order to 
cease the sale of Omega watches at 
less than fair trade prices is not 
really news. The decision was in- 
evitable, as we have predicted.” 

He then went on to explain thai 
the legislation requires a retailer to 
“pay $36.50 for a watch and then 
sell it at no less than $79.50.” 

This is the type of campaign 
he plans to continue, he said. 


BACON gets GLIPPINGS: 


@ Make sure you get all published 
items about your or your client's 
business each month. Bacon’s 
Clipping Bureau regularly clips over 
3,240 publications for over 1,000 
clients. Approximately 100,000 
clippings sent out per month, from 
business, farm and consumer pub- 
lications. An invaluable service to 
ad managers, agencies, publicity 
and public relations men, research- 
ers and others. Write for free 
booklet No. 55, “Magazine Clippings 
Aid Business.” 

FOR BETTER RELEASE L!STS—SETTER PLACEMENT 


BACON'S : BACON’S 
PUBLICITY $15.00 | PUBLICITY $2.00 
CHECKER on appreval| HANDBOOK en approval 


BACON'S CLIPPING BUREAU 
143.5 Deachoye St. . Geacego 4, liinats 


cement and is tough and durable. 


cut your typesetting costs. 


*Intertype Fotosetter 


Overnight by air from most of the 


How to cut 


typesetting 
costs 


The remarkable Fotosetter* machines at Warwick 
set type photographically in two ways. 
First, they set type directly onto|film which is proc- 
essed and used for a variety of purposes. 
Second, the Fotosetter will set type directly onto sensi- 
tized photographic paper. 
Naturally only one copy is obtained by this second method 
but the resulting savings are quite impressive. 
Many budget-limited customers whose typographic require- 
ments fit this method are “discovering” this economical way 
of reducing their typesetting costs. 
Remember, only one copy .. 
said, “So what—who needs more than one proof if it's a good one.” 
And he’s so right—a Warwick Fotosetter proof is a beautiful, 
sharp reproduction that resists the dissolving influence of rubber 


. but as one enthusiastic buyer 


Investigate today. Maybe you're overlooking a real opportunity to 


WARWICK TYPOGRAPHERS, INC. 


920 Washington Avenue, St. Louis 1, Mo 
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Crone Mrs. Crane 


PEOPLE—Caught by the camera at the Los Angeles newspaper publishers’ reception for 
the Advertising Assn. of the West convention are Frank Crane, president, Southern 
California Broadcasters Assn., and Mrs. Crane; Betty Joyner, Advertising Club of Los 
Angeles, and Guy Gifford, pr director of Los Angeles Transit Lines. In the center are 
the outgoing AAW president, John Kemp, John Kemp Co., Los Angeles, and his son- 


Joyner =—s—s« Gifford Kemp 


‘Extra’ Ad Budget Should Be Set to 
Hike Lagging Sales, Feemster Says 


(Continued from ‘Page 1) 

but has ducked it to a great de- 
gree, he declared. “We don’t need 
linage or time sales that much,” 
he said. 

Taking the long-range view, Mr. 
Feemster expressed the belief it is 
hard to be pessimistic about the 


‘ outlook unless “through overindul- 


gence we manage to goof up.” 


® Norman Strouse, president of J. 
Walter Thompson Co., New York, 
detailed for his audience the “ex- 
plosive personnel requirements for 
the advertising business during the 
next decade as a result of our rap- 
idly expanding economy, of which 
advertising has become both the 
trigger and the beneficiary.” 

Advertising people today, ac- 
cording to Mr. Strouse, are han- 
dling about two-and-one-half 
times the volume of creative pro- 
duction that they did nine years 
ago, in the first postwar year of 
1946. Four A’s figures show that 
member agencies employed 12,000 
people in that first postwar year, 
while in '55 Four A’s agencies list- 
ed 30,000, he said. 

“This represents a remarkable 
job of procurement, organization 
and training,” he said, “but we 
must be more concerned about the 
future than the past.” Using fig- 
ures that were presented at the 
Four A’s convention two months 
ago (AA, June 11), Mr. Strouse 
pointed out that an increase of not 
less than 70% in advertising per- 
sonnel would be needed to handle 
the job. 


@ Many chain store managements 
are beginning to see that local ad- 
vertising is not the complete an- 
swer to their promotional needs, 
Henry Mayers, the Mayers Co., 
Los Angeles, told the western ad 
group. 

He said this is especially true of 
those who market under their own 
brand names, and whose brands 
do not enjoy the wide consumer 
acceptance of the nationally ad- 
vertised brands . with which they 
compete. 

However, it is recognized chains 
cannot use national media in the 
same rnanner as a manufacturer. 
The acceptance of a manufactur- 
er’s product may be translated into 
a sale when there is exposure in 
any of thousands of retail stores. 
But even the biggest of the chains 
have but a fraction of the total 
outlets compared with the inde- 
pendent outlets through which 
competitive products are sold. For 
this reason, and because chains 
have a balanced business in thou- 
sands of items, year-round brand 
promotion is not the most econom- 
ic approach to advertising by a 


retail chain, Mr. Mayers said. 


s Admitting the limited distribu- 
tion of any chain is a handicap to 
cashing in on acceptance, he enu- 


merated these advantages of 
chains: 

1. The timing of a chain’s local 
newspaper or radio or tv copy is 
perfectly coordinated with the na- 
tional copy. 

2. Once the customer ‘has been 
brought into the chain outlets, the 
advertised merchandise is pretty 
sure to be there in adequate quan- 
tities. 

3. The clerks are usually well- 
trained in selling that merchandise. 

4. The prestige value of the na- 
tional advertising is thoroughly ex- 
ploited at the point of sale. 


® Because a chain’s merchandising 
activities can be thorough and self- 
sufficient, the merchandising de- 
partments of the national media as 
now constituted can be of little 
assistance to the chain advertiser, 
Mr. Mayers asserted. He said there 
is a need for imaginative thinking 
if national media are to be as 
helpful to chains as they can be to 
independents. Copy deadlines also 
require attention; retailers are 
used to getting last-minute changes 
in local advertising. They do not 
like to set prices weeks or months 
in advance of the appearance of 
the ad. Broadcasting does have an 
advantage here, he commented. 

Since freight rates affect price, 
magazines that can offer regional 
price changes will have special ap- 
peal for retail chains. Mr. Mayers 
said that if chain retailers tend 
toward print when going into na- 
tional media it is because newspa- 
pers are responsible for most of 
the success from local advertising. 
He said color in magazines, and 
eventually in tv, will encourage 
their use by retailers who can sell 
a number of items in terms of col- 
or-coordination. 

He also predicted that the 
“bearded man” type of advertising 
will not get any support from retail 
chains. Copy will be down-to-earth 
because retailers demand a close 
and prompt relationship between 
copy theories. and copy results. 


# William G. Werner, director of 
public and legal services for Proc- 
ter & Gamble Co., Cincinnati, of- 
fered his listeners what he termed 
“four guide posts in advertising,” 
which he said are “back of all the 
advertising our organization does.” 
The guide-posts: 

“1. Only thoroughly pre-tested 
products should be advertised. 

“2. All ad claims should be sup- 
portable, based on these tests. 
| “3. The law is an indispensable 
|ingredient in all advertising. 

“4. Public relations thinking is 
indispensable in creating good ad- 
vértising.” 


® Discussing his first “guide-post,” 
Mr. Werner stressed the impor- 
tance of not using the consumer as 
a guinea pig to find out if there 
are any “bugs” in a product. He 


t 
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Houghton Glade Jr. 


cited the development of Crest, 
P&G’s new fluoride dentifrice, 
which was the result of ten years’ 
research in the company’s labs and 
at Indiana University. 

The housewife, however, does 
play the next most important role, 
after the research is done, he 
pointed out, because she is part of 
“the most disinterested practical 
testing group the world affords.” 
It is only after extensive doorbell 
ringing and collecting of data on 
preferred package design and col- 
or, container shape, etc., that P&G 
proceeds to the second “guide- 
post”—the development of sup- 
portable advertising claims, Mr. 
Werner said. 


® To make sure its comparative 
competitive claims are justified, 
P&G reviews the advertising of all 
its competitors “as fast as it comes 
to our attention,” the onetime 
(1925-1940) P&G director of ad- 
vertising said. The company also 
keeps track of competitive brands 
through a regular system of pick- 
ing up samples of other companies’ 
products. If a change is found that 
makes an advertising claim of 
P&G's insupportable, the informa- 
tion is referred to the company’s 
advertising and legal review peo- 
ple for proper action, he said. 

The problem of “supportability” 
of ad claims is made more difficult 
by the very nature of the majority 
of P&G's customers, Mr. Werner 
added. They are women, and the 
big company has found that “if 
advertising is to be persuasive in 
the fullest possible measure, it 
cannot talk to them in a strictly 
logical and technical tone of voice. 
It must contain superlatives. It 
should sound excited and con- 
vinced—carry on in a way that a 
serious male critic of advertising 
might perhaps not like.” 


@ There are critics who take ex- 
ception to the strength of enthusi- 
astic claims and the use of 


Glade Sr. 


in-law, R. A. Houghton, L. A. police captain; Earl Glade Jr., and Earl Glade Sr., dé, > 
new AAW president. At the right are Al Crooks, advertising manager, Certified 
Grocers of California; Russell Z. Eller, advertising manager, Sunkist Growers, and 
convention program chairman; Ivy Baker Priest, Treasurer of the U.S., and Nelson 
Carter, Foote, Cone & Belding, president of the Advertising Club of Los Angeles. 


r-|of the US., 


or disturbed by our vigor,” he said. 

Referring to these claims as 
“legitimate puffery—reasonable 
excitedness; the warmth and vigor 
of copy that springs from sincere 
enthusiasm for a good, honest 
product,” Mr. Werner emphasized 
again that he is not advocating use 
of any claims that cannot be tech- 
nologically supported. 

On his third guide-post, that 
law is an indispensable ingredient 
of all advertising, Mr. Werner 
sketched some of the things that 
P&G's legal services department is 
required to do. These include mak- 
ing certain that all advertising 
complies with national, state and 
local laws; checking legal aspects 
of all contests, “free” offers, com- 
bination sales deals, premiums, 
coupons, etc.; making sure that la- 
bel and package texts are cleared 
with weight, ingredient, trademark 
and other legal precautions in 
mind. 

He recommended that all ad de- 
partments and agencies keep han- 
dy a copy of the National Better 
Business Bureau’s loose-leaf book 
entitled “Do’s and Don'ts in Ad- 
vertising Copy.” 


# Public relations thinking—the 
fourth guide-post at P&G—is im- 
portant because practically every 
person that P&G has any occasion 
to deal with is a potential or actual 
customer for one or more of the 
company’s products, Mr. Werner 
said. For that reason, all advertis- 
ing copy for many years has been 
channeled through people trained 
in pr, before getting a final okay. 
These people keep abreast of the 
latest developments in the news, 
the political statements, the trade 
associationi proposals, the legisla- 
tive picture and countless other 
areas that might affect proposed 
advertising and promotion of P&G 
products, Mr. Werner said. 


@ Mrs. Ivy Baker Priest, Treasurer 
told the convention 


latives, but P&G has done “a great | that advertising plays an impor- 
deal of research among housewives | tant part in the field of politics be- 
and we know that the public-at- cause it “places all the facts before 
large is not confused by our claims | the public.” 


SCENIC—Ads came 
to life as models 
paraded before 
color blow-ups of 
Cole of California 
‘ads in a program 
presented for the 
Advertising Assn. 
of the West con- 
vention in Los 
Angeles. Here 
Fred Cole (left) 
and Arlene Dahl 
pose with a model 
wearing the 
$100,000 Crown 
Jewel’ suit. The 
show was spon- 
sored by Cole 
and the May Co., 
Los Angeles. 


Priest Carter 


Candidates are slow to adopt 
political advertising techniques, 
Mrs. Priest said, pointing out that 
at one time it was considered “un- 
ethical” for candidates to use any 
form of advertising. 

Mrs. Priest also called for the 
application of the “Truth in Ad- 
vertising” slogan to politics. There 
is too great an acceptance of the 
“all is fair in love and war” slogan 
in politics, she said, and the politi- 
cal scene could use “some type of 
better business bureau” to police 
the political scene. 


s A special award was given to 
Don Belding, chairman of the ex- 
ecutive committee of Foote, Cone 
& Belding, Los Angeles, and twice 
president of the AAW, for his out- 
standing contributions to the ad- 
vancement of advertising and 
business. 

Other special awards of the 
AAW were given as follows, with 
the name of the award and the 
winner listed in that order: 


The Ramsey Oppenheim Memorial 
Awards, to the advertising club president 
who has contributed the most to organ- 
ized advertising in the West during the 
past year: Harry Bright, outgoing presi- 
dent of the San Francisco Advertising 
Club. 

The Advertising Achievement Award, 
for the best work by a coll vertis- 
ing group: University of Ar 
tising and Sales Club. 

The Western Advertising 
Award, donated by W ieee 
Magazine for the best vertising in all 
media: Hixson & Jorgenson, Los Angeles, 
for a direct mail series for the product 
Speed Seal, made by Gladding-McBean 
& Co., Glendale, Cal. 

The Advertising Council Trophy pee 
tual), donated by the Advertising Council 
for best public service activities: Oregon 
Advertising Club. 

Arthur E. House Sweepstakes Award 
(perpetual), donated by Oregon Advertis- 
ing Club for best over-all job on club 
activities: Oregon Advertising Club. 

Herbert H. Kirschner Award, for the 
most effective promotion of Advertising 
Recognition Week: Boise Advertising 
Club; Honorable Mention: Oregon Adver- 
tising Club. 

Printers’ Ink Trophy, donated by Print- 
ers’ Ink Magazine for best work in ad- 
vertising improvement and advertising 
education: Denver Advertising Club; Hon- 
orable Mention: San Francisco Advertising 
Club. 

President’s Trophy, for best -all job 
by a junior advertising club:/San Fran- 
cisco Junior Departmental. 

Claire Drew Walker “Dou A” Cita- 
tion, donated by Claire Walker to 
the college or university advertising group 
for advertising achievement: Advertising 
and Marketing Club of the University of 


ver~ 


Arizona. 
Gamma oy i award, $100 Cash 
Award donated Alpha Chi to 


the college or be nm group for the 
most outstanding work for Advertising 
Recognition Week: University of Oregon. 


Manischewitz Names Sive 

Leonard M. Sive & Associates, 
Cincinnati agency, has been ap- 
pointed special counsel to handle 
merchandising and sales promo- 
tional activities for B. Manischew- 
itz Co., Jersey City. A. B. Landau 
Inc., New York, will continue to 
place the company’s media adver- 
tising. 


‘Outdoor Life’ Boosts Price 
Outdoor Life, New York, plans 
to boost its cover price from 25¢ 
to 35¢ beginning with the August 
issue. It will be the first cover 
price increase since October, 1943. 
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Key Ad Spending 
to ‘Break-Even’ 
Plan: Bierstein 


New York, June 27—One way 
to figure ovt an answer to the 
question, “How much advertising 
is enough?” is the “break-even” 
system, a to Boris S. 
Bierstein of Rockmore Co. 

“In this method, which employs 
the ‘break-even’ chart developed 
by Prof. Rautenstrauch of Colum- 
bia University, advertising appro- 
priations are related to costs and 
break-even points as well as 
sales,” says Mr. Bierstein in the 
“Rockmore Report,” a publication 
of the agency. 

“In fact,” he continues, “it 
gives new meaning to the long 
obvious fact that the more units 
produced, the lower the unit cost 
and the higher the profit ratio. 
Hence, the greater the sales po- 
tential in relation to advertising 
expenditures.” 


= He reported that any company 
that breaks down costs into fixed 
and variable components can come 
up with its own break-even chart, 
“thereby delineating the potential 
profit ratios in relation to in- 
creased volume—and helping to 
determine how much can be 
spent in additional selling and ad- 
vertising expenses in order to se- 
cure these profits.” 

A break-even chart for a com- 
pany with a manufacturing ca- 
pacity of $6,000,000 is given with 
Mr. Bierstein’s piece. The chart 
shows $1,500,000 in fixed costs 
and a break-even point of about 
$3,200,000. Below this point sales 
are gotten with a loss; above it, 
sales accumulate profits. 

Mr. Bierstein said that as the 
company increases its volume over 
the break-even point, profits rise 
at a vastly ‘accelerated rate. This 
is due, for the most part, to the 
fact that the entire amount of 
fixed costs has already been ac- 
counted for. 

“Thus, as the cost structure per 
unit beyond the break-even point 
begins to drop, the use of ‘per- 
centage of sales’ or ‘fixed sum per 
unit’ as the basis for appropriat- 
ing advertising funds becomes un- 
realistic 


“For now, beyond the break- 
even point, the relationship of 
profits to sales has zoomed—and 
the appropriation of larger sums 
for advertising and sales promo- 
tion in order to increase volume 
becomes most desirable.” 

The chart shows the company 
involved has current sales of about 
$4,000,000, and a net profit of 
$400,000 or about 10%. 


= “Though any company showing 
a 10% net might be well 
satisfied,” said Mr. Bierstein, “it 
is precisely at this point that the 
chart becomes most interesting. 
For it shows that this firm, by 
increasing its sales to $5,000,000, 
can boost its net profit to $800,000. 
In other words, a 25% _ sales 
increase can produce a 100% jump 
in profits.” 

This in turn, he said, leads to 
the question: How much is it 
worth in terms of advertising and 
sales dollars to secure this 25% 
increase in sales. The rule-of- 
thumb answer: “It is obvious 
that when an extra $1,000,000 in 
sales produces an added $400,000 
in profits, any sum short of this 
$400,000 spent in securing the 
sales increase would be profitably 
spent.” 


Inland Homes Appoints 

Inland Homes Corp., Piqua, O., 
manufacturer of prefabricated 
homes, has appointed Farson, Huff 
& Northlich, Cincinnati, to handle 
its advertising and public relations. 


Last Minute News Flashes Agency Execs Will Be Featured Witnesses 


Congress Unit Quizzes Ayer on Atomic Power Ad 

WasuiIncton, June 29—Edward R. Dunning, vp of N. W. Ayer & Son, 
accompanied by Dwight Van Mater, also of the agency, testified today 
before a closed session of the House appropriations committee to an- 
swer questions about an atomic electric power ad for 131 electric com- 
panies. The ad had been questioned because of “false statistics” and 
because it had been scheduled for 36 newspapers on June 14, a day 
when a House appropriations subcommittee was to consider a supp!e- 
mental request for funds for the atomic program. 


KVP Gets Imperial Brass, Loses Johnston to JWT 

MitwavuKeEe, June 29—Robert A. Johnston Co. has appointed J. Wal- 
ter Thompson Co., Chicago, to handle advertising for all its chocolate, 
candy and biscuit divisions, effective Aug. 1. The entire account is 
moving from Klau-Van Pietersom-Dunlap, which has had the biscuit 
division for some years and was named to handle the other two early 
last year (AA, Jan. 10, 55). At the same time, Klau-Van Pietersom- 
Dunlap has been named to handle Imperial Brass Mfg. Co., Chicago. 
Kreicker & Meloan formerly handled Imperial Brass. 


Brookman Goes to BBDO as R&R Closes in Toronto 


Toronto, June 29—John Brookman, manager of Ruthrauff & Ryan’s 
Canadian operations for the past three and one-half years, has joined 
the Toronto office of Batten, Barton, Durstine & Osborn as senior 
account executive. R&R officially closes its Canadian office today. 


Brooke, Smith, French & Dorrance Resigns York 

New York, June 29—Brooke, Smith, French & Dorrance has resigned 
the advertising account of York Corp., effective Oct. 1. Reason for 
severing the relationship with the Pennsylvania air conditioning and 
refrigeration manufacturer, the agency said, was a conflict of com- 
petitive interests developing between York and another BSF&D client. 
While the agency refused to name the other client, it is believed to be 
American Blower Corp., a division of American Radiator & Standard 
Sanitary Corp., Detroit, also an air conditioning equipment manufac- 
turer. BSF&D has had the York account for the past seven years. 


Tatham-Laird Gets Sugar Jets: Other Late News 

e General Mills Inc., Minneapolis, has named Tatham-Laird, Chicago, 
to handle advertising for Sugar Jets, the last of the former William 
Esty Co. accounts to be reassigned, as predicted earlier (AA, May 28). 
Tatham-Laird now has three General Mills cereals—Sugar Jets, Kix 
and Trix—and General Mills’ Surechamp dog food. 


e John B. Manning, director of services and information, National In- 
dustrial Advertisers Assn., has announced his resignation effective 
June 30. He has been with the organization for the past three years. 


e Toastmaster products division, McGraw Electric Co., Elgin, Ill., is 
taking its first plunge into network tv and launching its biggest na- 
tional magazine push to announce the addition to its line of steam and 
dry irons, automatic grill and waffle bakers and automatic fry pans. 
Tv promotion is slated for “Home,” “Today” and “Tonight” (NBC-TV). 


e E. H. Ellis, formerly vice-chairman of Cunningham & Walsh and 
account supervisor on Chesterfield, has joined McCann-Erickson as a 
vp. The Chesterfield business moved to McCann a month ago. 


© Radio affiliates will get a preview of NBC’s new two-hour show, 
“NBC Bandstand,” July 2, when the network presents a special closed 
circuit broadcast. The live music show is set to replace the morning 
part of “Weekday” July 30. Nothing definite has been decided upon for 


weekday afternoons. 


Crowell-Collier 
Folds ‘American,’ 
Raises Ad Rates 


(Continued from Page 1) 
540 as compared with a base of 
4,000,000 even. 

A spokesman for Crowell-Col- 
lier said that American’s subscrip- 
tions came to a total of 1,875,000 
and that the, company expected 
that these would “divide evenly” 
between Companion and Collier’s. 
He also said that American cur- 
rently employs 36 advertising peo- 
ple and 29 editorial. Of the 36, 
11, mostly in sales, are being 
dropped, as are five editorial 
people. Six others, employed in 
various departments, are being re- 
tired. “Every effort will be made 
to find jobs in the company for the 
others,” said the spokesman. No 
mention was made of Art Vigeland, 
advertising manager. 

Killing the American, said Mr. 
Smith, is another step in. the re- 
organization of Crowell-Collier, 
which in April announced pur- 
chase of five radio and four tv 
stations. Prior to that, Crowell- 
Collier had set up a recording, ra- 
dio and tv division which is ex- 
pected to be “in business with three 
record clubs” shortly. 


® While American is being closed, 
and subscribers will receive either 
Collier’s or Woman’s Home Com- 
panion to complete subscription 


contracts, title to American will be 
retained by the company “for use 
in another context in the future.” 

Earlier this week, Mr. Smith an- 
nounced the appointment of Sum- 
ner Blossom, longtime editor of 
American, as a vp of the company 
and added that he would “assume 
broader duties and responsibilities 
in the area of editorial planning 
and development of a confidential 
nature.” 

This gave impetus in some 
quarters to an old rumor that 
Crowell-Collier plans to go into the 
weekly news magazine field in a 
year or two. 

While publisher’s statements 
show that the American’s average 
circulation is somewhat better now 
than it was a decade ago (2,669,- 
000 for '55, versus 2,474,000 for 
46), the magazine—founded by 
Frank Leslie in 1876—had disas- 
trous drops in pages of advertising 
and in revenues. In 1946, Ameri- 
can reported a total of 869 pages 
of advertising, a figure that dwin- 
dled to 247 pages last year. Rev- 
enues in 1946 amounted to a re- 
spectable $5,802,000, but in 1955 
the figure was put at $2,323,000. 

Here’s how American’s vital sta- 
tistics look: 


V6 oj eas s869 $5,802,000 
100 nea 735 536,000 
ap trannies eae 603 4,156,000 
WOOD oceania 475 3,515,000 
We Be 408 3,054,000 
WE ce eas 350 2,712,000 
a lei aa 316 2,659,000 
1953 ....... 287 =: 3,A73,000 
WOE cahiccvcnnatiicncenes 267 2,551,000 
QOD isecinss cidssriesiadn 247 = 2,323,000 


in House Anti-Trust Probe of TV: Rep. Celler 


(Continued from Page 1) 

covered by the Senate committee, 
Rep. Celler made it clear this noon 
he anticipates that his committee’s 
_most important work will be done 
|in September, when hearings are 
shifted to the New York area where 
advertising executives, network 
officials and others will be called 
to discuss control of time and tal- 
ent. 


= Identity of the witnesses from 
the agency field has not been 
revealed. However, it is known 
that the subcommittee canvassed 
15 top agencies to determine the 
amount of network time they buy. 
Chairman Celler said today one of 
the subjects which will be covered 
during the New York hearings will 
be “the power of the advertising 
agencies.” Another will be “the 
pre-emption of time.” 

He said special efforts will be 
made to examine “the star system” 
and “the bottling up of tv talent.” 
Also:. The “tyranny of ratings,” 
“how the chains control talent,” 
“exploitation which shortens the 
professional life of talent,” and 
“entry of newspaper and magazine 
publishers into the field of tv sta- 
tion ownership.” 


a Rep. Kenneth Keating (R., 
N.Y.), ranking Republican on the 
committee, expressed dismay this 
morning that the FCC on Dec. 21, 
1955, approved the NBC acquisi- 
tion of Westinghouse radio and tv 
properties in Philadelphia without 
hearings in the face of reports 
from its broadcast bureau warning 
that there is evidence that the sale 
was achieved through “duress,” 
and that the acquisition of an 
NBC-owned station in the Phila- 
delphia area involved a question- 
able concentration of power for 
NBC along the eastern seaboard. 

When FCC Chairman George 
McConnaughey testified he “leaned 
against” holding hearings unless 
there was a clear possibility the 
commission intends to turn down 
an application, Rep. Keating re- 
plied, “My strong impression in a 
matter of such moment as this is 
that if there is the slightest doubt 
about anything, a hearing would 
have been desirable.” 


a Subcommittee members ex- 
pressed fear that FCC’s approval 
of the NBC-Westinghouse “swap” 
provides an “immunity” which 
may preclude the Department of 
Justice from carrying out an anti- 
trust action which has been under 
consideration for several months. 

(Reportedly the department 
went before a grand jury in Phila- 
delphia this week to seek indict- 
ments in the case.) 

But FCC General Counsel War- 
ren Baker expressed confidence 
that the FCC’s action will not in- 
terfere with anti-trust prosecution 


HERB FRIED has been named vp in 
charge of the Baltimore head- 
quarters of W. B. Doner & Co. Mr. 
Fried was with Foote, Cone & 
Belding and Weiss & Geller before 


in the event the Department of 
Justice finds evidence of restraint 
of trade. 


® Discussion of the NBC-Westing- 


house “swap” was set off when 
Committee Counsel Sam Pierce 
produced copies of heretofore con- 


fidential memos from FCC’s broad- 


cast bureau warning the commis- 
sion that Westinghouse officials 
claim they had to go into the deal 


or face the loss of NBC affiliations 


in Philadelphia and elsewhere. 


One memo told how Chris Wit- 
ting, who was president of West- 
inghouse Broadcasting Corp. at the 
time, told the chairman of the 
Westinghouse board that the com- 
pany ought to consider severing its 
relationships with NBC, and ne- 
gotiating for CBS affiliations in 
Pittsburgh, Boston and San Fran- 
cisco, and ABC affiliation in Phila- 
delphia. 

“I doubt we can continue to live 
in mutual trust with NBC,” he 
was quoted as saying. 


® The memo also reported Mr. 
Witting had visited RCA Chair- 
man David Sarnoff and asked “if 
this muscling in job was company 


policy.” He was told NBC needed . 


revenue from a Philadelphia sta- 
tion to bolster the income of the 
network, and to protect the stock- 
holders. “As much as Westing- 
house disliked the situation,” he 
reported, “there was not much we 
could do but accept the deal.” 

FCC Chairman McConnaughey 
said today the broadcast bureau 
conceded there was little possibili- 
ty the charge of “duress” could be 
made to stick, “since there was no 
assurance witnesses would be as 
candid when they were called to 
testify.” He said the commission 
decided to approve the transfer 
without a hearing after letters were 
received from NBC and Westing- 
house assuring FCC that the trans- 
action represented no more than 
the give and take of normal busi- 
ness relationships. 


@ When the committee’s chief 
counsel, Herbert Maliiz, demand- 
ed to know if the authors of the 


letters had been subject to cross _ 


examination, Chairman McCon- 
naughey replied, “I coulcn’t con- 
ceive of the chairman of the board 
and the board of directors of a 
company the size of Westinghouse 
misleading the commission. Their 
word is enough to satisfy the com- 
mission.” 

Mr. Pierce read a ietter from 
Anti-Trust Chief Stanley Barnes 


to the FCC chairman notifying the . 


commission that the NBC-West- 
inghouse deal was under active 
investigation by his staff. Mr. Mc- 
Connaughey said FCC cannot al- 
low expeditious handling of its af- 
fairs to be tied up awaiting reports 
from other agencies. “Unless the 
Justice Department had a lot more 
evidence than we did,” he said, 
“there was no reason to think they 
had anything which would change 
our decision on the case.” 


® Former Chairman Rosel Hyde 
was called to outline FCC’s han- 
dling of the ABC-Paramount 
merger. He pointed out a 93-day 


' jhearing had been held, and he re- 


iterated his strong conviction that 
approval of the merger gave ABC 
the “capital and know how” it 
needed to survive as a strong third 
network. 


Two Join MacManus, John > 
John O’Brien and Bridg Gris- 
wold have joined MacManus, John 
& Adams, New York, as an account 
supervisor and account executive, 
respectively. Mr. O’Brien was for- 
merly with Ruthrauff & Ryan. Mr. 
Griswold was previously with 


joining Doner in 1955. 


Fletcher D. Richards Inc, 
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‘Coombes Group 
Obtains Stock of 
Mechanization Inc. 


POSITIONS WANTED 
ARTIST-ART DIRECTOR (Top) 
34 Yrs. 15 yrs. exp. Crisp Modern Layout 
= Top Finish Art og f field. Knows Adv. 


HELP WANTED 


EDITOR-PHOTOGRAPHER for — 4 
merchandising business magazine stress- 

ing pictorial journalism. Some experience | 
in retail merchandising, reporting, writing | Production A to Z. Can handle men and 
and rewrite essential. Young man who can accounts. $8,000. SW or Fla. Adv. Studio 
spend up to 50 percent of his time on the | 407 Riley Law Bidg. Wheeling, W.Va. 


noon 5 days preceding publication date. Display takes card rate of Opportunity to grow, with experi- | 
$15.50 per column inch, and enced staff in rapidly moving field. Loca- $18,000 COPY CHIEF 
cerd discounts, size and frequency apply. tion Chicago. Give pertinent experience, | Soper tate una ieee see ng, Decent.| WasmincTon, June 26—E. R. 


Coombes, president, Mechanization 
Inc., Washington, announced that 
all the outstanding stock of the 
company has come into the hands 
of E. R. Coombes, Russ Coombes 
and Raymond Coombes as a re- 
sult of a cash purchase June 15. 
de-| The size of the transaction was not 
revealed, but it involved common 


no quirks. Just fed up, seeks better way 
200 E. seme, ADVERTISING — of life, among honest ad-men. Make offer. 
| HELP WANTED Box 8696, ADVERTISING AGE 
| SPACE SALESMAN WANTED FOR 480 Lexington Ave., New York 17, N.Y. 
ER's = REPRESENTATIV: BUSINESS PUBLICATION : 
4 zs ~~ an Seas space salesman has af | Chica experienced Rg 3 man desires 
een 35 an years of thoro for expert “ cago B aeeeey position. Min. salary $8,- 
|ly familiar with the New York tra “ man, te rienced advertising - Sales | 500 Box 8698, Advertising 
| area, capable of earning $25,000 annually | Delaware, Maryland, District of pe seen ded 200. E. Illinois St., Chicago 11, Illinois 
bia, with residence in Philadelphia. Write | TV - RADIO COPYWRITER 
fully, giving complete details of experi-| 4% yrs. agency experience. 2% yrs. in bi 
ence, references, etc. Write to | Copywriting, production stage 
Box 8448, ADVERTISING AGE | sign, plus previous experience in all me- 
480 Lexington Ave., New York z N.Y. | dia. Box 8697, Advertising Age 
ADVERTISING MANAGE | _200 E. Illinois St., Chicago ft. Illincis_j|and preferred stock which had 
Leading is Agroutbaral Business Publication. REPRESENTATIVES AVAILABLE been in the hands of outside in- 
r a jesman : 
agricultural selling experience. Give com- | cna Rs am | Rg an vestors since 1937. 
The company, which publishes 


EL EL PR TN SE SE 


NOTICE 


| and would like to represent several out- 
| standing trade publications with terrific 
advertising potential, then this position is. 
for you. Write full particulars to: 
Box 8692, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

WANTED—Experienced space salesman to 
cover established Midwest territory of 50- 
year old publishing firm. 


Due to the Fourth of 
July Holiday, the 


aie tert x ee 


x 8691, ADVERTISING AGE 
deadline for all 200 E. Illinois St., Chicago 11, Illinois | Pit¢ resume first letter = 4 —_—si territory. Box 8482, Advertising Age. k 
JOB MARKET 200 E. Illinois St., Chicago 11, Illinois | _200 E. Illinois St., Chicago 11, Iilinois_| Mechanization, the Magazine of 
, or BUSINESS OPPORTUNITIES Modern Coal; Utilization, the Mag- 
classified and display CREATIVE TALENT POSITIONS WANTED ? ? 
Mo DMINISTRATIVE PERSONNEL CREATIVE ART DIRECTOR | ant m5, ee Son can| azine of Coal Uses; Mechannual, 
m 3-4424 | 33, Modern la t technique, cons.-indust., | ook ‘ a 
uly 9th Bankers Bldg. Chicago 3. | ali media, wide ability, now AD. on exec. | #@d many dollars to your income. Every | the Books of Mechanization Prog 
ads for the July OUTSTANDING SALESMAN level with 4-A midwest agency. bry -@ gg gp ™, | ress and th. Coal Industry Pur- 
Top book offers opening for trade paper Box 8684, ADVERTISING AGE |extra effort on your part. Well worth | chasing Manual, has its headquar- 
space salesman with plenty of selling ex- 200 E. Tilinois St., Chicago 11, Illinois | your inquiry in dollars and dollars. 
issue will be Noon, perience who is now ready to move up to FARM WRITER AVAILABLE Bon 8701, ADVERTISING AGE ters here. 
Advertising Manager. Write giving com-/ 28 years old, farm background, BS ag. en- | 489 Lexington Ave., New York 17, N.Y. 
plete resume. Box 8468, Advertising Age.| gineering, 4 years magazine editorial ex- ; - 
200 E. Illinois St., Chicago 11, pines perience. Desires editorial! or copywriting Amazing suburban business! Coates & McCormick Shuttle 
Tuesday July 3, 1956 Advertising teacher wanted, position a = midwest. Write Test ae, 8 After A f. Coates & McCorm 
Company or agency experience am x ADVERTISING AGE, oe und ug. » Coa sd 
Chance for graduate work. School of| 200 E. Ilinols St., Chicago 11, Illinois MISCELLANEOUS ick, public relations consultant, 
Journalism, University of Iowa, Iowa City. Leyal, Resourceful Secretary SALES LETTERS WRITTEN BY EXPERT | will be known as Charles B. 


Powerful! Dynamic! Aggressive! Lucky! 
$19. Ralph Nathan, Since 1932. 814 - 44th 
Avenue, San Francisco 21, California. 


Coates & Co., with offices only in 
New York. Robert L. L. McCorm- 
ick, formerly vp and treasurer, 


with all-around small agency experience 
would like position with considerate em- 
ployer desiring mature, efficient assist- 


ance. North io suburbs pref. 
DVERTISING AGE 


DIRECT MAIL ADVERTISING 
SPECIALIST 
To assume complete charge of direct mail 


HELP WANTED 
Stock color illustrations for Bt 


INDUSTRIAL EDITOR advertising pro for medium-sized 
Our publications editor needs a top-flight | manufacturer. acumer and — gt ae 200,000 varied subjects top pi notes: : 
raphers. Also one million black will set up a correspondent organ- 


products. Create result-producing 
ings. Experience in mailing lists and plan- | 
ning, creating and follow-through a must. 
Opportunity for advancement. Company 
benefits. Female, age 24-32. College pre- 
ferred. Salary commensurate with ability. 
a ao REGISTER 
2620 ashington Blvd. 

Van Baren 6-424 


whites. Selection on request, FPG, 62 Ww. 


45 St.. N.Y.C. ization, McCormick Associates, 


with offices in Washington at 777 
14th St., N. W. 


SAN FRANCISCO BOUND 
AD MGR. or COPY-CONTACT (30)— 
Diversified exp. in ind. adv. and sales 
prom. (electronics, capital cunt etc.), 
and gen'l. agcy. exp. king for — 
spot to roost—in San Francisco. Avail 
able for interviews 2 wks. July 16. 
ADVERTISING AGE 


assistant from 25 to 35 and with) at least 
3 years’ experience. This position involves 
writing copy, directing layout, ‘supervis- 
ing publication and doing related work on 
external (50,000 circulation), an internal 
(3,500 circulation) and a publication to 
field sales engineers (1,500 circulation). 
The right man will have an excellent op- 
portunity for advancement, either 


OPPORTUNITIES 


able NOW! Here are « few— 


200 E. Mlinois St., Chicago 11, Illinois | 
-| 
| 


Box 8699, 
200 E. Mlinois St., Chicago 11, Illinois COOK BOOK MANUSCRIPT 


sified for his age (28 to 35). Must 
prove interest and at least some ex- 
perience in editorial type writing 
(some call it product publicity and 
public relations) which is really 
what we're after. Must make a good 
appearance before the clients of this 
well established and known Ohio 
advertising agency (service and fol- 
low-through type contact). Must be 
self-starter requiring minimum of 
coaching and support from other 
staff members. Must believe in good 
research and be capable of factual 
-—but interesting—writing Eventual 
opportunity not limited to editorial 
work (which at same time includes 
house organ writing and editing) 
but man must be willing, for some 
time to come, to build his forte in 
this phase of the operation. Write 
in confidence, attaching complete 
resume, give references, and state 
salary required. No samples until 
requested, please. 


Box 129 Advertising Age, 200 East 
Illinois Street, Chicago 11, Illinois 


benefits, good residential area 
in northern Chgo. suburb. Bet- 
ter still, these are ideal opportu- 
nities in company small enough 
that we're interested in you, big 
enough that we're well financed 
and growing. Send us a photo 
and outline your experience, 
salary level and_ references. 
We'll acknowledge all replies in 
strictest confidence. 


Box 123 Advertising Age 
200 E. Illinois St., Chicago 11, Il. 


MARKET RESEARCH 


DIRECTOR - $10,000 
Por rapidly-grow cae Ba Mid- 
west , a media. 
Radio‘and /V ~ he gS - 


cellent 


ALERT ALL AROUND EDITOR — 
PUBLISHER’S ASSISTANT 
MARINE CAPTAIN returning civilian career wants work 


Military specialties: public 
tions. Four times in Far East. Not subject recall. Am 39. 
MBA Chicago U, BA (journalism) Wisconsin U. Salary: 
+ “amie aac ca 200 E. Illinois St., Chicago 


1i, IL 


The present management 
and organization would be 
considered an important 
part of any agreement. 

All replies will be held in 
the strictest confidence. 
Box 998 Advertising Age 

200 E. Illinois St. 
Chicago 11, Illinois 


Unusual Opportunity for an 
industrial Ad Manager 
on the Way up 
Manufacturer of technical products (300 
of 1 of revitalising gales effort needs right- 


man for 
Responsibilities include repara- 
of sales oe L (monthly ing prepare 


v HE 


Box 131 ADVERTISING A 
200 E. Mlinois St.. Chicago i 


in 
torial work or in advertising, publicity or ADVERTISING & PUBLISHING 
heating ‘and air-conditioning equipment | GEORGE WILLIAMS - PLACEMENTS EXECUTIVES re Sines 
t “ci n me - ; 
Submit repums (a publications itor, Mr. 209 S. State St. Ha 17-1991 Chicago exp. food. farm equipment, etc. ag = hy = suniges cusiiele 
Wilks oo Do not send samples until | Need advertising person with promotional. COPYW ITE BS ts, ° as $15,000 account, as me ose way, etc. Exam- 
THE | TRANE COMPANY, La Crosse, wis- | instinct. Handle ads on ‘Ad person will be | SUPERVISOR evi rons AMD PUBLIC SBELATIONS ine without obligation. 
consin f f ho will benefit busi- MA 
if YOu THINK ALL THE GOOD Srcr pi Saw aes Mek amore Wt’ pen Mue't RKET RESEARCH nat ones =. Neota Gee. SS Reckiodee Rd. 
1S DONE IN BIG CITIES, D work. One person depart. Female to supervise office staff MEDIA To $16,000 haath 
BOTHER TO READ a All-Pets Magazine Fond du Lac, Wisc. | in directing and coordinating al 2 pes time - 
But, if you have a creative thumb that's activiti t tional field mae oe i A109 ty Pp $2508 
and want to plant it in a garden } vities of natio ; rep: aate Gialaes anite Te Sicaes SALES PRomoTion 
t's fertile, with an agency that dofts ADVERTISING COPYWRITERS sentatives. Also involves ques- college graduates 
its creative hat to no on Mr. tionnaire design on end pecpereees Art Snyder Staff job for ions“ Guiielenee 
All ‘Around Artist. If you're 82 or under Expanding Chicago agency needs of instructions to field represent- CADILLAC AGENCY, INC creative man who tan “write and ‘coordinate 
and can carry the art from layout %0|/ writer experienced in print media atives. Must have college d | 220 S. State st WAbash '2-4800 tn Seige of vedio cummmntostion and cavise- 
comp. to finish on a wide variety of ac: - : and practical experience in field ; ’ tion. tes tion or 
counts, this is your chance to step ahead who can handle varied assign- intervi ou ision of field || required. | State experience and “aery in 
of the crowd and build a bright future as ments with speed and kle I ewing, superv 4 résumé. ~~ Photo. All applications will 
our Art Director. We're looking for wide aperaie. interviewers and questionnaire wt Ry ad 
awake creative thinking-—will pay com-|| Salary confmensurate with abil- gesign. Submit compete seseaee resume. Collins el 
mensurate with your ability, count ity. Congenial associates. Send Sa Bo: Sonne 3 
you in on ow Aw sharing plan. cy . ; ; TIS MSING AG: AGE, 200 E. titineis St St., 
welt the py the. Ses to the ete : Chicago 11, Illinois. 
right man. You'll work hard ind _long— si ge 127, meagre ty m {I EXECU “Our 45th Year” 
be you'll even earn your uleer—bu Ilinois St., Chicago 11, Ill TIVE INDEPENDENCE 
you'll enjoy every sminate ‘of it, in this saint — meres BAY 1996 
t it This Finan lence for an ad- 
be tilled. pronto—so if ar the man call - Sound, reputable Chicago agency with Jie | man is approached thru > 
A . : sees ™ oon - 4 yo 
"OW lersom Aaverticing Agency Inc UNUSUAL EDITORIAL We are interested in buying [|| diversified billings in excess of a |i] five up? Agy. & company open 
316 Exchange Building OPPORTUNITIES P . || million, seeks competent account ex- in east, midevent and far west. 
La Crosse, Wisconsin u a major stock interest or | ecutive who controls current billing to. GLADER CORPORATION 
We need two young, aggressive outright pur chase of a trade ane ~ its —— ——- stant ency’s Agency” 
COPYWRITER men with editorial experience or group of trade publica- }|| est cooperation; finest facilities and 1108. Dearborn CE 6.5389 Chisago 
to help staff two of our trade tions which are established service. Write, in full confid 
poe em ge regen a and consumer publications. Ex- d : -_ bas one id ds 
ting space ertising 2 cellent working conditions (and and are in potentially grow- x 132, Advertising MARINE SPACE SALESMAN 
lateral material . . . generally diver- witen aie litioned) fringe * fields. 200 E. IMinois St., Chicago 11, Illinois publishing house has im- 
mediate opportunity for right 
knows boats, 


man 30-35, who 

participates actively in 
cleancut, New York area. Sub- 
mit résumé. Box #130. Advertis- 


Fine, Fast, Fairly Priced Photography 


ca ing Age 480 Lexington Ave., 
pics ae 
en The Midwest's 


photographers 


DEARBORN 2-1062 
187 N. LASALLE. CHICAGO ILLINOIS 


allied fields 
PUBLICITY COMMERCIAL | B@@igiiaiy By appointment only 
CONVENTION INDUSTRIAL ; me 59 E. MADISON - SUITE 1417 
Counselors Clenet 6-089 


is a ‘or an 
experienced, aggressive who can 
handle one more justrial 
as which has accept- 


Should have some knowledge of 
Graphic Arts and must have 
reputation and proven sales ability. 


audited magazine in ity fel ‘in ‘the Splendid, permanent opportunity for a 
more than’ & do nm or ‘Chicage ||| real salesman. Must be alert, steady 
For the man who can Re ny Fw and worthy of future advancement. 
ij Ga AUR TOU SEs MEW Gs ||] Wie te aes etre. Sepri 
Write Box 16 St., Chicago 4 te pos Aaiseny man besy and happy. Age 
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‘Red Blacklist Is 
‘Institutionalized, 
Says Fund Report 


(Continued from Page 3) 
that “many citizens become 
alarmed when loyalty tests are 
applied by private groups to peo- 
ple in private industries—and 
people are barred from jobs be- 
cause they are ‘controversial.’” 


e Mr. Cogley traces the formal 
beginning of blacklisting in the 
radio-tv industry to the publica- 
tion of “Red Channels” in June, 
1950. That volume listed 151 per- 
sons in radio and tv whom the 
editors of Counterattack, a week- 
ly anti-communist newsletter, 
asserted were or had been linked 
with Communist causes. 

“The booklet soon became 
known as the ‘Bible of Madison 
Avenue.’ It was consulted by 
network executives, advertising 
agencies, radio-tv packagers and 
sponsors. Its underlying thesis— 
that Communists were ‘infiltrat- 
ing’ the radio-tv field and should 
be removed—became something 
of a doctrine in the industry,” Mr. 
Cogley writes. 

He points out that the “Red 
Channels” Kst, which was com- 
piled from a variety of sources, 
including the Daily Worker and 
the House un-American activities 
committee, was printed with a 
disclaimer that made it virtually 
impossible for listees to obtain le- 
gal redress. The list was preceded 
by a disclaimer noting that “Red 
Channels” was only reporting the 
names and that persons therein 
may have been innocent of sub- 
versive intent. 


@ Mr. Cogley asserts, however, 
that the editors of Counterattack 
did feel that people listed in “Red 
Channels” must “prove their anti- 
Communism by word and deed or 
be kept out of the industry,” and 
they succeeded in getting the in- 
dustry to accept this standard. He 
noted that this influence did not 
wane even when information in 
“Red Channels”—whose propo- 
nents, he said, could always pass 
the buck for inaccuracy to its orig- 
inal source—proved incorrect in 
sdme cases 


The report states: “‘Proof is 

available for every statement 
made in Counterattack,’ the news- 
letter declared in an early issue. 
This claim is not as impressive as 
it sounds, since Counterattack’s 
most startling ‘exposures’ have 
been reports of reports. It is as if 
one took journalistic pride in the 
accuracy with which he copied 
even wrong numbers from a tele- 
phone book.” 
_ Mr. Cogley said that between 
1949 and 1951 the front pages 
spotlighted several cases of per- 
formers like Jean Muir and back- 
stage personnel, like director Wil- 
liam Sweets, who lost their jobs 
because of alleged pro-Communist 
sympathies. 


s By the fall of 1951, however, 
the industry had decided that 
public debate on the issue must 
be avoided and “blacklisting was 
institutionalized behind closed 
doors.” This is pretty much where 
it is now, the report indicates. 
“Some advertising agencies, 
Durstine & 


was appointed to implement the 
Broadcasting Co. and a number of 


Cleary 


Wellman 


MUTUAL TRANSPORT ELECTS—Newly elected officers and directors of 

Mutual Transportation Advertising Inc., New York, are Frank J. 

Cleary, executive vp and secretary; Joseph B. Wellman, president 

(re-elected); Tom O’Ryan, senior vp; Mayo Klaus, vp in charge of 

sales and merchandising; Hugh Philbin, Jacksonville, and George 
Prechterr, New Orleans, directors. 


Prechterr 
O’Ryan 


Philbin 


Independent ‘consultants’, like the 
publishers of Counterattack and 
Vincent Hartnett, made a business 
out of servicing sponsors and 
agencies who did not have a full- 
time executive on the job,” the 
report states. ° 


® The report credits Mr. Hartnett 
with having played an important 
role. He helped with the writing 
of “Red Channels” and now is 
putting together a new report 
called “File 13,” which will be a 
kind of “Red Channels.” He also 
makes a business out of “clearing” 
people who are in trouble bceause 
they have been accused of Red 
taint, the report says. 

Just as blacklisting has become 
institutionalized, the process of 
“clearing” persons, who turn up 
on a list compiled from data sup- 
plied by Aware Inc., Counterat- 
tack, the American Legion, or the 
former Syracuse supermarket op- 
erator, Laurence A. Johnson, like- 


To be cleared, the suspect actor, 
writer or producer must convince 
the group which has singled him 
out for attention that he is “clear.” 
Mr. Cogley indicated that Hearst 
columnist George Sokolsky, Jack 
Wren, the “security officer” at 
BBDO, security officers at CBS 
and various American Legion fig- 
ures can be of great help to such 
people if they are convinced that 
they have been unjustly “listed.” 


= “If a performer has a strong 
prejudice against associating with 
Hearst columnists or American 
Legion officials or rejects their 
definition of ‘effective anti-Com- 
munism,’ he will find it difficult 
if not impossible to ‘clear him- 
self,’” Mr. Cogley writes. 

Mr. Cogley devotes an entire 
chapter to Mr. Johnson, the for- 
mer Syracuse grocer, and to the 
economic aspects of the situation. 
He says Mr. Johnson, who has 
threatened to hang a “subversive” 
tag over the products of sponsors 
hiring people he considers contro- 
versial, “is at once a nuisance and 
an asset, for he keeps a watchful 
eye on their hiring practices and 
in doing so, bears out their com- 
mon contention that blacklisting, 


cally necessary.” 


= The book quotes Paul H. Hahn, 
president of the American Tobac- 
co Co., for a clear statement of 
the “economic argument.” Mr. 
Hahn wrote: 

“When a company such as ours 
uses its corporate funds to sponsor 
a program on television or radio, 


it does so with but one purpose— 


packagers 
Lr Ping agye see 3 A|to reach the largest possible num- 
was developed.'ber of the public as its audience, 


however regrettable, is economi-| ° 


and to present its products to that 
audience in the most favorable 
light. . . . Since it is the function 
of an artist employed on such a 
program to please rather than to 
displease, and since the successful 
promotion of consumer products 
depends in large measure on the 
impression left by sponsored en- 
tertainment, it follows that we 
would be wasting shareholders’ 
funds were we to employ artists 
or other persons, who, under com- 
pany auspices, are likely to offend 
the public. . . . We would disap- 
prove of employing an artist 
whose conduct in any respect, 
‘political’ or otherwise, has made 
him, or is likely to make him, 
distasteful to the public.” 


@ One chapter covers Aware Inc., 
which Mr. Cogley said functions 
as a pressure group within the 
industry, while several of its most 
prominent members have been 
able to use the organization’s pres- 
tige to set themselves up as anti- 
Communist “experts.” 

A section on unions notes that, 
with the exception of Actors 
Equity Assn!, unions in the enter- 
tainment field have been unable 
to offer any genuine resistance to 
blacklisting. (Incidentally, Mr 
Cogley says the legitimate theater 
has no organized blacklist.) 

_ Company policy for handling 
the blacklisting problem is set 
forth in a chapter summarizing 
statements made in answer to a 
questionnaire by representatives 
of P&G, Westinghouse Electric 
Corp., Jos. Schlitz Brewing Co., 
and the Texas Co., among others. 


Boycott Products 
Pushed by Reds, | 


(Continued from Page 3) 


advertised by Communist agencies |f 


br to refuse to buy a particular 


kind of hardware or aluminum or oy 


brass product publicized by sub- 
versives, and simply use our own 
good American discretion to refuse 
to purchase items whose producers 
are so insensible to the dangers of 
the time that they do not pay at- 
tention as to whether they employ 
Communists or good Americans 
among. the advertising agencies 
and the talent which make pre- 
sentations of their products to the 
public.” 

-Sen. Mundt chided critics for 
failing to file libel suits against 
“The Firing Line,” “Counter-At- 
tack” and similar publications. 
“They make a lot of noise,” he 
said, “but they do not go to court, 
because if they were to lose the 
suit it is a pretty clear cut indica- 
tion they have been properly la- 
beled as Communists and they 
might lose their lush advertising 
contracts as talented individuals 
who somehow or other lack the 
convictions of Americanism to 
make proper citizens.” 

He concluded: “Every American 
can refuse to patronize or purchase 
a Communist play or a Commu- 
nist product. He can refuse to pur- 
chase a product advertised on radio 
or television by a Communist em- 
ployed by some advertising agency 
or some projection studio. 

“He can write the manufacturer 
of that product and tell him why 
he will no longer purchase his 
product. He can express himself 
to his friends and neighbors. He 
can become a worker in the vine- 
yard of freedom and a fighter in 
the battle against Communism 
without ever joining a committee 
or an organization of any kind.” 


Walsh Joins Lufkin Rule 

J. H. Walsh has been named 
merchandising manager of Lufkin 
Rule Co., Saginaw, Mich. For the 
past four years, Mr. Walsh has 
been manager of the merchandis- 
ing service department of the Na- 
tional Retail Hardware Assn., In- 


* | dianapolis. 


Condict Named VP 

Wilson Condict, advertising di- 
rector of the St. Louis Globe- 
Democrat, has been elected a vp 
of the newspaper. Mr. Condict, 
who joined the Globe-Democrat in 
1923, has been ad director since 
1952. 


WELCOME HOME—Robert H. Johnston, president of American Export- 


er Publications, greets Hugh M. 


Hyde (left) on his return from 


Europe aboard the Queen Elizabeth. Mr. Hyde has been appointed 

vp of the publishing company and publisher of Automotive World, 

one of the nine foreign trade books put out by American Exporter 
for overseas circulation. 


DON FRANCISCO, who recently re- 
tired as a vp cf J. Walter Thomp- 
son Co., New York, will return to 
his alma mater this fall as a mem- 


ber of the faculty at Michigan 
State’s school of journalism. He 
holds honorary master and doctor- 
ate decrees from Michigan State. 


8 Coast Business 
Publications Form 
Classified Ad Group 


(Continued from Page 2) 
lications already have classified 
departments. 

The eight subscribing publica- 
tions are Automotive Dealer News, 
Pacific Oii-Motive Magazine, Buy- 
ing Guide, Pet Shop Management, 
Lab World, Tile, Western Trucking 
and Service Magazine. 


® According to Mr. Bowen, Clas- 
sified Departments was formed be- 
cause of a feeling that many pub- 
lications are “missing the boat” 
when it comes to classified depari- 
ments. Some do not have such de- 
partments because they are too 
much trouble. Others just don’t get 
around to it. 

Yet, says Mr. Bowen, such a de- 
partment can be highly profitable 
and offer a valued reader service. 
Admitting there is nothing new 
about space brokerage or “jobbing” 
classified ads, he says that to his 
knowledge, this is the first time it 
has been done for business publi- 
cations and that his operational 
plan is unique. 

Classified Departments buys 
such space as it re-selils at a dis- 
counted display rate, establishes its 


own rate card for classified, does | 


its own billing, assumes all credit 
risk and agrees to a program of 
promotion. 

Mr. Bowen says that a combined 
space or frequency rate will be of- 
fered to classified advertisers using 
several publications. 


Spendlove to Join ‘Bulletin’: 

Albert Spendlove, publisher of 
the Telegraph, Nashua, N.H., will 
join the administrative staff of 
the Philadelphia Bulletin about 
Sept. 1. Mr. Spendlove, with the 
Nashua Telegraph since 1949, will 
assume the post of assistant busi- 
ness manager of the Bulletin with 
additional] industria! relations re- 
sponsibilities. Mr. Spendlove was 
associate manager of the New Eng- 
land Daily Newspaper Assn. prior 
to 1949. His successor at the Tele- 
graph has not been named. 


CC Elects Blossom VP 

Sumner Blossom, editor of 
American, New, York, has been 
elected a vp of Crowell-Collier 
Publishing Co. Mr. Blossom, who 
will continue as editor of Ameri- 
can for the present, will assume 
duties “in the area of editorial 
planning and development of a 
confidential nature.” 


Raymond Judd Joins BofA 
Raymond S. Judd, formerly east- 
ern regional sales manager of Food 
Topics, has been named an account 
executive in the grocery group of 
the Bureau of Adv i Amer- 
ican Newspaper 


New Yerk. 
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